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USinGSS . . . via SPOT TV 

ells better for national advertisers because she's the local fashion 

rity. She translates Paris fashion and beauty news into tips her 

rs can use on Main Street . . . and sells everything- from home 

inents to sewing machines while she's at it. She's another good reason why so 

national advertisers consider Spot TV the BASIC advertising medium. 
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KCRA-TV Sacramento 
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KARD-TV Wichita 
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WHY IT'S A BIG 
YEAR FOR NET 
TV 'SPECIALS' 

Big budget program? 
are hottest item? in 
net tv. Twice a> many 
arc expected next year 

Page 29 

Audience for 
summer radio 
is up 40% 

Page 32 

Ad manager joins 
in attack on 
multiple rates 

Page 35 

Esquire switches 
tv pitch from 
net to spot 
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The Original Station Representative 



To sell Indiana, 
you need both 
the 2nd and 3rd 
ranking markets. 

NOW 
ONE BUY 

delivers both — 



YOU NEED TWIN BILLINl 



in Indiana ! 




K > : 



Now, a new, two-station TV buy blankets both the 
South Bend-Elkhart and Fort Wayne markets, plus 
healthy chunks of Southern Michigan and Western 
Ohio. Over 1.6 million population — $2.8 billion Effec- 
tive Buying Income. Alert buyers are covering these 
rich markets in combination — and saving 10%! They're 
buying them right along with Indianapolis — thus cov- 
ering all the best of Indiana from within — with just 
two buys! 



see your 



H-R 



man soon 





fa 

FORT WAYNE 




In DES MOINES, 

that result-getting station is . . . 
and has always been . . 
KRNT RADIO, that "know-how, 
.go-now" station that keeps pace 
with all that's going on in 
Des Moines, Iowa's lively center of 
business activity. Because KRNT 
has news on the hour, total 
sports, the best of music, 
dramatic shows, complete weather 
and complete service, local 
sponsors spend nearly as much 
on KRNT RADIO as on the 
other 5 Des Moines 

stations combined! Better See Katz Soon. 

SOURCE: LATEST AVAILABLE F. C. C. FIGURES 

KRNT RADIO-CBS 

A Cowles Station 
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DIGEST OF ARTICLES 

Tv sky explodes with specials 

20 New client interest in specials may hypo current crop from 41 to over 
100, jump sponsor investment to peak level of $26 million next season 

Summer radio's rising out-of-home audience 

32 Pulse figures show summer oul-of-home audiences have risen 40% during 
I he past seven years. Night auto listening is particularly important 

Ad manager attacks double rates 

35 Goetz executive urges brewing industry to take strong stand against 
local buying. Joins agency and reps advocating single- rate for radio/tv 

Tv overseas and what it means 

36 1° Italy* all tv commercial time is digested into 10 minutes a day; in 
Portugal you can buy a show for $650. Beginning: a series on foreign tv 

Negroes choose radio 

37 In-dcpth study in Houston asked how respondents would spend a $25,000 
ad budget. Negroes would put the lion's share of the ad money in radio 

Why Esquire switched to spot tv pitch 

38 A new $2.5 million campaign is directed at specific markets so that 
upgraded image and new product introductions will pinpoint marketing 

Parti-Day in the home stretch 

40 Client, agency awaiting answers to such specific questions as: how much 
influence do kids have on topping sales? Survey will soon give data 

Rate the commercials 

42 Admen, haunted by the question — "=o they saw I lie show but do they re- 
call the commercial?" now have another "answering service" in Q.R.I. 

Sell hard-to-sell, hard-to-grasp items fast 

42 A Philadelphia wholesaler sells everything from plastic steel to burglar 
alarms with radio strategy that creates off-heat buying impulses 

sponsor asks: How are advertisers appraising sum- 
mer air media? 

46 As eampaign planning for the third quarter goes into high gear, three 
station men report the summer stralegy of national spot advertisers 
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"Roanoke bigger than London, England?" 



Sure it is. There are more U. S. citizens in Roa- 
noke, Va., than in London, England. Further- 
more, more of them watch WSLS-TV. 

We don't really need wild comparisons to sell the 
Roanoke market, but they help to gain your in- 
terest. 

Now that we have it (we hope) we won't keep 
you long. All along the line NCS No. 3 shows 
us No. 1 Daily and Weekly, Daytime and Night- 



time in Roanoke. WSLS-TV reaches more homes 
than any other station in the greater Roanoke 
market of 420,000 tv families. Blair Television 
Associates will take it from there. 

WSLS-TV 

Channel 10 • NBC Television 

Mail Address: Roanoke, Va. 
A broadcast service (with WSLS Radio) 
of Shenandoah Life Insurance Company 



CBS Radio Network audiences up 29% since PCP.* Share of audience 
up 26%. Just as predicted: good programs plus strong sequencing 
plus high station clearance (already averaging 97%) get results. 
And demonstrate the leadership you will continue to profit by— 
with the Program Consolidation Plan on the CBS RADIO NETWORK. 



SINCE 
PCP 



* This is what happens when full network programs on CBS Radio under 
PCP (January 1 1-February 7, 19S9) are compared with the same pro- 
grams pre-PCP (September 21-December 20, 19S&) in NRI reports. 
All averages weighted by full program duration and frequency. 


Average Audience 


Personalities ( Mo n ..Fn.) 


UP 26% 


Daytime Serials (Mon.. Fri .) 


UP 36% 


Nighttime (Mon..Fn.) 


UP 25% 


Sunday 


UP 8% 



"THE VOICE OF LONG ISLAND" 



the only 

station 

that really 
covers 



the 
independent 

Long Island 

market! 



POPULATION 

1,789,300 



RETAIL SALES 

$2,358,018,000 

(NASSAU-SUFFOLK) 



►10,000 WATTS 



WHU 


AM 1100 
FM 98.3 


HEMPSTEAD 
iONG ISLAND. N. V. 


ik ma jjf 



Represented by Gill Perna 



NEWSMAKER 
of the week 



This past fortnight brought more clearly into focus two 
broadcast trends: the immersion of individual stations into 
group properties and the movement of corporate control 
from operator to investors. Three moves propelled tv/radio 
even further into the era of bigness and fiscal stewardship. 



The newsmaker: John W. Kluge, who is actively associ- 
ated with a variety of enterprises, added duties as president of Metro- 
politan Broadcasting Corp., New York, after a pitched hoard battle 
(6 to 2) which changed Richard D. Buckley's position in the hier- 
archy. He becomes v.p. for W\EW Radio. 

Kluge's victory was predicated on board approval of his manage- 
ment and fiscal policies which hinge on his philosophy: the same 
kind of total marketing know-how makes a success in any kind of 
business — broadcast, food, realty, 
printing — in all of which be has 
extensive financial interests. 

As chief executive officer (board 
chairman and president) of five 
MBC stations (WNEW AM & TV. 
New York: WTTG-TV. Washing- 
ton; WHK AM & TV, Cleveland) 
he will continue a financial pattern 
which he says has upped the stock 
value of MBS 11% since he he- 
came board chairman in January. 

In still another move two weeks John r - Klu % e 

ago, Kluge sold KNOK, Ft. Worth-Dallas, and WKDA Nashville, to 
singer Pat Boone and Townsend Investment Co. for a reported $1 
million. Boone early this month joined the Townsend U. S. and 
International Growth Fund, a large mutual fund, as a member of 
the advisory board. Resident management of the stations will remain 
the same. Mr. Kluge is understood to have $2.3 million of his own 
money invested in broadcast properties. His other stations: WLOF- 
TV, Orlando, Fla.; WINE, Buffalo, N. Y.; WEEP, Pittsburgh- 
making a grand total of four tv and four am stations. 

In line with the fast expansion of groups on the broadcast scene, 
Jack Wratber and David C. Moore have merged the companies for 
which they are presidents, respectively: Marietta Broadcasting 
(KFMB AM & TV, San Diego; KERO-TV, Bakersfield) and Trans- 
continent Tv Corp. (WGR AM & TV, Buffalo, N. Y.; WROC-TV, 
Rochester, N. Y.; 60% of WNEP-TV, Scranton-Wilkes Barre; 50%, 
WSVA AM & TV, Harrisonburg, Va.). As a single operating com- 
pany it will retain the Transcontinent name. Combined properties 
reportedly are worth $30 million. (For more details see page 78.) ^ 
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EET THE 



MONDAY thru FRIDAY 
1 to 1:30 pm on WBEN-TV 



Western New York's hosts to over a million families 

In the WBEN-TV coverage area, taking in well over a million television families. Bill and Mildred 
Miller are the authorities on better cooking, better serving, better entertaining and better living. 
Why? Because, since 1949 they have been doing this type of Mr. and Mrs. show better 1 
Troupers, turned gentleman and woman turkey farmers, the Millers bring to their TV shows a 
warm professionalism, an inherent affability and the sophistication and background that their 
years of travel and experience have given them. 

In this interesting atmosphere of entertainment and information they do a real selling job for 
their sponsors. And their sponsors read like a "who's who" of the package goods field. 

We suggest you MEET THE MILLERS and showcase your product where more homemakers 
see it and create a desire to buy it. 

HARRINGTON, RIGHTER & PARSONS, our national representatives, 
will be happy to arrange the Introduction. 

WBEN-TV 

CBS IN BUFFALO 

The Buffalo Evening News Station Ch 
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CAPTIVE MARKET 




National Reps. 
Weed & Co. 



,1 



Timebuyers 
at work 




Marie Coleman, Donahue & Coe, Inc., New York, points out that 
buyers can often determine markets with new potentials by care- 
fully studying business and agricultural reports, and by watching 
for business and government spending in specific areas. "The De- 
partment of Agriculture data, for example, is particularly helpful," 
Marie says. "Latest figures show 
general increases in farm prices, 
and states such as Nebraska, Kan- 
sas and Iowa are showing a 
healthy upswing in their econo- 
mies. According to the latest in- 
dexes, cattle prices are also on the 
rise, and many midwestern and 
southwestern communities are ben- 
efiting. Movement of plants to new 
cities is giving impetus to busi- 
ness, especially in the Southwest." 
Marie notes that in Omaha, where 
the Government set up a missile base, and in Denver, where the Air 
Force expanded its operations, the prosperity of these markets has 
increased considerably. "Business and government indexes," Marie 
says, "often give you a better picture of a market than do ratings." 



Terri Brady, Fletcher D. Richards, Inc., Los Angeles, feels that a 
buyer should analyze all stations in a given market in relation to the 
advertiser's objectives. "These objectives become practically mean- 
ingless when the buyer seeks ratings rather than the audience that 
will be interested and will buy the product being sold," Terri says. 

"Specific audiences, not indis- 
criminate mass circulation, is what 
the advertiser needs for really ef- 
fective selling in today's highly 
competitive market nearly every 
consumer product requires a spe- 
cific audience, even if this audi- 
ence is as general as 'housewives'." 
Terri thinks that the buyer with a 
sensitive eye for programing and 
cost can often purchase schedules 
i on a combination of lesser-rated 
stations in a market that will prove 
to be far more effective than the schedule on the top-rated outlet. 
"The trend of many stations today is toward specialized program- 
ing," she points out, "and this enables the buyer to be more selective 
in purchasing programing that will reach the desired audience." 
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Educational horizons in 
Houston are broad and unlimited, 
encompassing a splendid system 
of elementary, business and technical 
schools as well as such renowned 
institutions as the University of 
Houston, Rice Institute, 
University of St. Thomas and 
Texas Southern University. 




The scholastically famed, completely 
endowed Rice Institute ranks 
among the nations leaders 
tn scientific research. 




THE CHRONICLE STATION 

P.O. BOX 12. HOUSTON I.TEXAS-ABC BASIC GENERAL MANAGER. 

HOUSTON C0NS0LI0ATE0 TELEVISION CO. WILURO E. WALBRIOGE 

NATIONAL REPRESENTATIVES: GEO. P HOLLINGBERY CO.. COMMERCIAL MANAGER. 

500 FIFTH AVENUE. NEW YORK 36. N.Y. BILL BENNETT 
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The face thai launched a million sales 





In millions of homes, this smiling 
face means business-big business 
for OLYMPIA BEER in 47 west 
coast markets. It's a million dollar 
smile for sales-minded advertisers 
everywhere— advertisers such 
as BLUE PLATE FOODS, HOLSUM 
BAKERIES and FISHER FOODS 
SUPERMARKETS. It's Thomas 
Mitchell, Academy Award winner, 
"Tony" Award winner, "Emmy" 
Award winner, Thomas Mitchell as 

GLENCANNON 

Now he brings all his winning ways 
into full play for you as he turns 
his brilliant talents towards high 
comedy on the high seas in an 
hilarious half-hour series. Author- 
critic Barnaby Conrad described 
GLENCANNON as one of the most 
widely known and beloved rogues in 
fiction. Almost a billion reader 
impressions via 67 GLENCANNON 
stories in the Saturday Evening 
Post describe this great character as 
beloved, indeed— more important, 
pre-accepted. It adds up to an ideal 
selling climate for you— a selling 
climate unique to situation comedy, 
according to the recent Schwerin 
report in Television Magazine. And 
what's more, Thomas Mitchell is 
on deck to sell for you personally. 
Just say the word-GLENCANNON! 
For details, phone, wire or write 

NTA Program Sales 

A Division of National Telefilm Associates, Inc'J?' 
Coliseum Tower,IO Columbus Circle, N.Y. 19, Wd son 2-7 300 




JACKSON, 
MISS., now 

-.29.900 

TV homes 

The nation's leader 
in business gain 

served by its two 
television stations... 



WLBT 

HollingberyS 

WJTV 

Katz 12 



by John E. McMillin 



Commercial 
commentary 




. Kraft and the radio tradition 

The recent announcement that Kraft had 
signed Perry Como for 66 full-hour tv shows 
produced a lot of oohs and ahs among the rom- 
per set. 

Even the most beat and blase teenagers had to 
admit that a $25 million contract for a two-year 
stint is an awful lot of "scratch.'' as Bing used 
to put it. And the Como deal carried a $10 
million kicker in addition. 

But to advertising veterans the significance of the Kraft negotia- 
tions cut for deeper than the mere size of the talent tab. 

Those of us whose association with the business dates back 20 
years or more were thrilled to realize that Como will be reviving one 
of the great institutions of the 1930's when he reopens the Kraft 
Music Hall next October. 

Back in those days, Thursday was just about the best radio listen- 
ing night of the whole week. And Thursdays at 10 p.m. (EST) over 
the old NBC Red Network was, for many of us, the pleasantest time 
of all. 

Bing Crosby and such regular guests as Mary Martin and Bob 
Burns gave Kraft's Music Hall a warmth and charm and relaxed 
friendliness that no other radio show ever quite approached. And 
Ken Carpenter, fitting perfectly into the mood, sold Kraft Velveeta 
and Old English with ingratiating good manners and good sense. 

It was a great program, and Como will be following in a great 
tradition. He seems the perfect choice for the part, too. 

Roots in a pre-tv age 

But of course, the value of the Kraft-Como parlay cannot be 
measured in terms of nostalgia, or by what a lot of sentimental old 
fogies happen to think about it. 

Kraft's tv Music Hall will have to stand on its own feet and the 
mere fact that, for some of us, the Como project reeks with lavender- 
scented Auld Lang Sync is sort of immaterial. 

What does strike me as important, though, is that Kraft seems to 
have an uncanny knack for capitalizing on its pre-tv experience. 
More than any advertiser I know, it has put to work in tv the lessons 
about programs and commercials it learned in the old radio days. 

During the past couple of years, I've been watching the commer- 
cials on the Kraft Theatre, Kraft Mystery Theatre, and the Berle show 
with open-mouthed (and frequently mouth-watering) enthusiasm. 

To my mind they have been, consistently, the finest food advertis- 
ing in the entire tv field. 

Yet it is only recently that I've begun to realize that one reason 
for the Kraft-J. Walter Thompson magic is its strong radio roots. 

Next time you hear Ed Herlihy lovingly describe how to make that 
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At the service station, gasoline, oil, 
tires, and accessories advertised on 
WWJ-TV are more apt to get atten- 
tion, more likely to be purchased. 

The reason? WWJ-TV adds an extra 
measure of believability to your ad- 
vertising. People in southeastern 
Michigan have faith in WWJ-TV, 
recognize its leadership, appreciate 
its high standards. 

Give your spring campaigns this big 
advantage. Buy WWJ-TV, Detroit's 
Believability Station. 



ASSOCIATE AM-FM STATION WWJ 

first in Michigon * Owned A operofed by The Detroit Newt 
National Representatives: Peters, Griffin, Woodword, Inc. 
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More Unduplicated Homes 



The recent Pulse Cumulative 
Audience Report again shows 
KCRA with the most unduplicated 
homes reached in the Sacramento 
Metropolitan Area, both daily and 
weekly. That means more people 
to hear your sales message 
on KCRA. 

Low Cost Per Thousand 

If CPM is one of your yardsticks, 
you'll find KCRA consistently de- 
livers you a surprisingly low fig- 
ure. Balanced programming gives 




0* Commercial commentary continued 



improbable Waldorf salad with Kraft marshmallows, or how to whip 
up a platter of canapes with Kraft Crackerbarrel, see if you can't 
trace the radio ancestry of this type of selling. 

Air media fundamentals 

One thing, of course, which distinguishes Kraft announcements 
from those of many other tv advertisers is their extreme simplicity. 

Kraft doesn't waste its time (and yours) with all those elaborate 
and frequently self-conscious audio-visual tricks designed to startle, 
amuse, or panic the tv audience. 

Kraft gets right into its sales pitch without the slightest embarrass- 
ment. Unlike the average tv sponsor, it seems wholly unashamed to 
find itself doing a sales job. It does not trick up or gag up the 
opening of a commercial in order to sugarcoat its message. 

This, in itself, takes real advertising sophistication— more sophisti- 
cation than is possessed by many of the younger creators of tv an- 
nouncements. Sophistication that is the product of long experience. 

In the second place, Kraft copy is written simply and directly and 
personally, as the best radio copy always has been. Ed Herlihy 
talks person to person, not as an orator to a crowd. 

Few people outside the business realize, I suspect, that this was one 
of the great gifts radio gave to advertising back in the early 1930's. 
At that time many print copywriters had developed a kind of stilted, 
precious, semi-literary style, which looked all right on paper, but 
sounded perfectly awful when you tried to read it aloud. 

Radio put a premium on simple, natural writing and talking, and 
actually was responsible for changing the whole style of advertising 
copy, both in print and on the air. 

One place where this change was especially noticeable was in the 
food field. Food copywriters in those days affected a kind of oogly- 
googly prose that was dripping with ornamented adjectives. 

Radio reduced the adjectives to something like natural talk, and 
placed the emphasis for feeling and tone on the voice and delivery 
of the announcer. Kraft's current tv copy is a good example of this 
simpler, more effective style of food advertising. 

Another rather startling phase of Kraft's sophistication lies in its 
handling of long commercials. Kraft, in my opinion, is one of the 
few advertisers in tv who knows how to handle a commercial of more 
than a minute in length. 

I get irritable and nervous with those ponderous automobile an- 
nouncements which insist that you look at the dash, the upholstery, 
the tail lights, the windows, the style, the motor, etc., etc., in a seem- 
ingly interminable succession of plodding details. 

But I have sat through many Kraft commercials running from 
two to two-and-a-half minutes with real pleasure and appreciation. 

The reason of course is that Kraft is experienced enough to plan a 
commercial as a whole — not just a hodgepodge of odds and ends. 
There's a flow of sequence to Kraft copy, and an extraordinary fluid 
quality to its camera work that leads you comfortably through the 
announcement in what seems like half the time. 

All in all the Kraft job is just about as smooth and professional as 
you'll find anywhere on the air. It is obviously planned, executed and 
approved by mature advertising people, and not (as you might have 
expected ) by a bunch of grocery clerks. ^ 
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ARB and NIELSEN agree - 

TULSA'S FINEST PARTICIPATIONS AND 
ADJACENCIES ARE ON KTUL-TV! 

V KTUL-TV's prime viewing time, 5:00 p.m. to midnight (Monday through 

Friday), tops all channels in first place quarter hours* 

V KTUL-TV's MGM Theatre captures the largest late evening movie audience. 

V KTUL-TV's News outrates all other news strips — network or local. 
KTUL-TV's Weather outrates all other weather strips. 

V KTUL-TV's Popeye Theatre tops all locally^produced strips for kids. 



You'tt find your Avery-Knodel representative 
and Jim Black, our national sates manager, 
mightily agreeable too — when H comes Iq 
pin-pointing the schedule that works bet? 
for youi 




P. O. BOX 9697 * TULSA. OKLAHOMA 
BILL SWANSON, GENERAL MANAGER 
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CHANNEL 8 / LANCASTER, PENNA. / NBC and CBS 





At the beginning of its eleventh year 
of conscientious service, WGAL-TV 
pauses to express sincere apprecia- 
tion to our loyal friends in the In- 
dustry. We will strive to continue the 
best in programming, and to inform, 
entertain, inspire, educate, and sat- 
isfy the many communities we serve. 

ST E I N MAN STAT I O N 

CLAIR McCOLLOUGH, PRES. 



Mr. Channel 8 

316,000 WATTS 

Representative: 

The MEEKER Company, Inc. 



New York 



Ch 



icago 



Los Angeles 



San Francisco 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



28 MARCH 1959 

Oopyrlfiht 1959 
SPONSOR 
PUBLICATIONS INC. 



Compton is introducing a two-platoon spot-buying system to make that oper- 
ation more flexible and efficient. 

Timebuycrs still will he responsible for specific acconnts or brands; hut addition- 
ally, the media department will have a floating group to: 

(1) Take over the actual timchiiyiiig should a buyer assigned to a specific account 
or brand find himself overloaded with paperwork or planning chores. 

(2) Meet witli rep salesmen (a) to listen to specific presentations on a station or 
a product, and (b) to act quickly on availabilities. 

One common problem that Compton also hopes to handle better via this system: 
speeding up approval of payments due stations. 



National spot radio had some encouraging new business action the past week. 
Among the accounts that spread the cheer were Clapp's Baby Food, Ford, Eskimo 
Pie, and Esso. 

The Esso buy raises its radio market list from 36 to about 50 stations. The 

object: the out-of-home audience. 

TvB might as well get itself geared for a sustained period of rebuttal to this 

coming event: 

A barrage of magazine promotion pinpointing a comparison of the eost-per- 
thousand of reader impressions with the cost-pcr-thousanddiomes-per-commercial minute-per- 
over-18-viewer in nighttime network tv. 



Revlon looks as though it Mill be going into the fall with a clean tv slate. The 
big winner eventually could be spot. 

The current thinking is to buy one network show for sparkle and to spread the rest of 
the millions (between five and seven) in saturation tv spot. 

It would be a radical departure from Revlon's policy (heavy concentration in network) 
of recent years; but it would put the company in a powerful competitive position (vis- 
a-vis) Avon, Max Factor, Helene Curtis, Helena Rubenstein, etc. 

In other words. Revlon would overwhelm the competition with flexible maneu- 
vers instead of operating from a fixed network position. 



Network tv advertisers might as well anticipate a rate increase. 

CBS TV is taking another broad look at upping the ratccard, and the odds are now 
that the announcement of a new one, with the usual six-month protection, is not far from 
reality. 

NBC TV also has been mulling the question of a general hike. Much of the 
nudging has come from affiliates. Hut NBC probably will hold back until CBS lias acted. 

ABC TV meantime is discouraging bargain hunters firmly (see item on page 19). 
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SPONSOR-SCOPE continual 



Agency people who sat in on the radio programing discussions during last 
week's NAB convention told SPONSOR-SCOPE they came away with these impressions: 

• The development of new, fresh, stimulating, and individualistic program con- 
cepts is the biggest challenge that faces local radio today — a greater challenge than creat- 
ing new ways to use and sell the medium. 

• Programers and talent are making a mistake in thinking that they can escape 
responsibility for the status quo of belittling the "formula" and the "Top 40" gimmicks. 
Many of these same people applauded these devices when they served their purposes and pro- 
duced ratings. 

• What local radio needs most is (1) an awakening to its full opportunities as a com- 
munity medium, (2) an urge to experiment instead of just imitating, and (3) less ac- 
ceptance of the formula thinking of outside management. 

There's no denying the fact that the Hollywood producers of network tv film series 
are convinced that tv is back in a sellers' market: The prices they're asking for new 
network fare are running well over 10% above last season's level- 
Many of the new shows are coming in at close to $50,000 (for originals), 
whereas last year $40,000 to $45,000 was the range. However, the advertiser should bear this 
in mind: He'll be paying less for repeats — in some cases a $50,000 net quotation will 
include the re-run use. These privileges, of course, apply to longterm deals. 

To give you an idea on how the prices are running, here are a few asking figures: 

The Detectives . . $53,475 gross Ivy League . $55,200 gross 

Trouble Shooters .... 57,500 The Third Man 56,000 

Blue Man .... 50,500 Loves of Dobie Gillis _ 54,600 

NBC Radio's sudden revamping of its afternoon schedule engendered a certain 
amount of growling on the part of current advertisers and their agencies. 

The gist of the peeve: The network mav have had the right to switch away from 
operas and into variety entertainment in mid-contract, but it should have at least put 
np a trial balloon for its customers. 

One of the clients that was upset at the manner in which the change was announced — to 
affiliates first at the NAB convention — was Lever, which lias a schedule for Good Luck 
margarine. 

(For item on NBC Radio's new programing, see NEWS WRAP-UP, page 66.) 

Even that little candy shelf in the supermarket is taking on lots more significance 
for the candy bar manufacturer: half his dollar volume now comes from that source. 

It's the multiple sale that counts in the supermarket. In candy stores, merchandise 
usually is bought singly; but in the supermarket the bars come in 3, 6, 12 or 24 packs. 

NBC Radio is working up more than one theme for its summer selling: In ad- 
dition to repeating the outdoor cooking bit the network will have a highway safety pro- 
motion. 

Top show personalities and other national names will deliver safety routines 
from tape. Targets for commercial participation will be automotive, auto parts, tires, 
and gasoline accounts. 

(See article on outlook for radio this summer, page 32.) 



With the outdoor listening audience in mind, Pan American Coffee Bureau (BBDO) 
will sponsor an eight-week campaign of announcements on NBC Radio. It starts 
the beginning of June, and will be on a seven-day swing to tie in with the network's pick- 
nicking promotion. 
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SPONSOR-SCOPE continued 

An off-beat note about Easter Sunday that will be interesting to watch, from the rat- 
ing angle: 

For the first time in the history of network tv. NBC will have six one-hour shows 
scheduled in a row on that day. They start with the matinee \crsion of the Mary Mar- 
tin Show and end with the Chevy Show, 

Variety and general drama still deliver the highest level of sponsor identifica- 
tion among the various program categories. 

An analysis of the first Deeemher 1958 Nielsen and Treiidex's sponsor identifica- 
tion for the same month shows these variations (average AA ratings and viewing homes vs. 
average correct sponsor identification ratings and homes) : 









CORRECT 


CORRECT 


SHOW TYPE 


AVC. RATING 


AVC. AA HOMES 


ID RATING 


ID HOMES 


Variety 


21.8 


9,221,000 


6GA rf f 


6,173,000 


General Drama 


22.5 


8,106,000 


57.1 


4,629,000 


Quiz-Aud. Partie. 


20.9 


8,715,000 


47.7 


4,051,000 


Situation Comedy 


23.7 


9,928,000 


35.8 


3,564,000 


Suspense Drama 


22.5 


9,473,000 


30.9 


2,927,000 


Westerns 


27.9 


11,551,000 


26.5 


3,061,000 


Adventure Drama 


19.1 


7,812,000 


22.2 


1,734,000 


Avg. All Eve. Sh 


ows 22.6 


9,424,000 


45.1% 


4,250.000 



Number of shows in each type: General drama. 12: suspense drama, 6; situation 
comedy. 17; variety, 16: westerns. 21 adventure. 9; quiz, 13. 

A couple of agencies with a lot of power in network tv are finding out that ARC TVV 
Leonard Goldenson meant what he said about his network having no bargain 
eoimter for the 1959-60 season. 

One of the pair this week — after getting a turndown on a broad-scale buying propo- 
sition — suggested to his client that he wait a little while to see whether a buyers' mar- 
ket might develop later. 

Signs appearing from P&G and elsewhere that indieate the bonanza in day- 
time network tv may simmer down some next season. 

The old question of relative eost values is being raised — day vs. night and tv spot. 
And the prediction you hear from knowledgeable media directors is that much of the money 
that once might have been earmarked for daytime will shift to nighttime and spot for 
the eoming season. 

Some media directors believe the efficiencv of daytime has been definitelv affected not 
onlv because of the three-network splitup of the aiidienee but also because of the fail- 
ure of the networks to injeet some new programing excitement to justify rates. 

Meantime the networks are doing a landoffiee business in handing out or tak- 
inu options for fall nighttime. The options, incidentally are snbjeet to all sorts of 
conditions. Most won't be acted on for several weeks: each network is waiting to see 
the competitors' program schedule first. 



Despite longer-range worries fas desrribed above), daytime network tv right now 
continues to garner a goodly share of the money that household accounts put into 
spring campaigns. 

For instance, Congoleum, Gold Seal glass wax, and Tintex each has just made day- 
time NBC a major eog in its springtime promotion. 

Incidentally, NBC's total of sponsored daytime quarter-hours for the first quar- 
ter of 1959 is well ahead of last year's. The tally: 233 quarter-hours as against 219 for 
the initial three months of 1958. 
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SPONSOR-SCOPE continued 



As happened a year ago at Benton & Bowles, Compton is coordinating all requests 
of reps for information about competitive brands through a single person. 

Under the old arrangement each buyer for a brand would do his own contacting of reps 
when such information was needed in a hurry. Assigned as the single clearing point for 
tbis cbecking function in media: William Hughes. 



BBD&O, which three years ago hitched its tv wagon to the specials type of 
program, expects to have twice the number running next season than during the 1958- 
59 cycle. 

The users of specials on this agency's list this season include DuPont, Rexall, Shcaffer 
Pen, Wcstclox, and Philco. 

(Sec page 29 for a report on why specials are in demand.) 



The snail-like headway being made with color in tv may, in the view of some 
media directors, turn out to be enormously beneficial to newspapers. 

A point emphasized by quite a number of newspapers is that their readers can get 
from them something that the overwhelming number of viewers can't get from their 
sets — a splash of color. 

Though not all newspaper using ROP color are expert with the technique, advertiser 
participation, media people say, is getting broader all the time. 



To show you how the banks in New York have become customer-oriented — 
a tactic previously used mainly by savings and loans associations — there are four banking 
giants and one of the smaller institutions now on local tv. 

These banks and their estimated rate of tv expenditures: Chemical Corn Exchange, 
Si million; National City, $800,000; Chase National, $550 : 000; Manufacturers Trust, 
$500,000; Amalgamated, $100,000. 

New York banks using radio regularly add up to 13. 

The bigger ones are scrambling hard for volume and all types of services, meanwhile 
expanding their list of branches. However, they were cautious in conceding that the air 
media create the best climate for their business. Incidentally, to help foster this climate, 
most of them like to latch on to personalities. 

If you want a current case showing how affiliated stations can cash in big with local 
tie-ins to a network campaign, note what's been happening to Alcoa's NBC Radio spring 
splurge: 

STEP 1 : Alcoa bought 80 five-minute segments of Monitor over eight weeks, 
with the commercial emphasis on the use of Alcoa products in residential building and re- 
furbishing. 

STEP 2: Before the debut of the campaign, the Alcoa agency (F&S&R) arranged 
for NBC to put on a closed-circuit show urging the affiliates to go after tie-in an- 
nouncements from local Alcoa distributors and dealers. 

The reaction: 

In the first week about 50 stations reported that they have sold an average of 125 
such announcements to builders and architects. On the basis of these figures, F&S&R esti- 
mates that the stations will collectively sell 10*11,000 announcements during the 
campaign. 

For other news coverage injthis issue, see Newsmaker of the Week, page 6; 
Spot Buys, page 52; News and Idea Wrap-Up, page 62; Washington Week, page 57; SPONSOR 
Hears, page 60; Tv and Radio Newsmakers, page 74; and Film-Scope, page 58. 
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KLZ-TV is still number 1 
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The HOT SHOWS 




MACKENZIE'S 
RAIDERS 

starring RICHARD CARLSON 




BOLD VENTURE 

starring DANE CLARK 

introducing JOAN MARSHALL 




SEA HUNT 



starring LLOYD BRIDGES 




HIGHWAY 
PATROL 

starring BRODERICK CRAWFORD 



BUFFALO 

WBEN-TV 



0 /0 



SHARE 

23.5 RATING 

BEATS Groucho Marx, Wells 
Fargo, "M " Squad, Thin 
Man, Peter Gunn, Steve Al- 
len and many others. 

Jan. '59 



PENSACOLA 

WEAR-TV 

51.2 

SHARE 

35.8 RATING 

BEATS Wyatt Earp, Wanted 
— Dead or Alive, Ann Soth- 
ern, Garry Moore, Steve 
Allen, Maverick and many 
others. 

Jan. '59 



ST. LOUIS 

KTVI 



% 



50.0 

SHARE 

32.7 RATING 



BEATS Perry Como, Ann 
Sothern, 77 Sunset Strip, 
Wells Fargo, Lawman, Play- 
house 90 and many others. 

Jan. '59 



DALLAS-FT. WORTH 

WFAA-TV 

39.8 

SHARE 

23.5 RATING 

BEATS Alfred Hitchcock, 
Wells Fargo, Texan, Groucho 
Marx, Playhouse 90, Red 
Skelton and many others. 

Jan. '59 



RATINGS SHOWN ARE PULSE OR ARB. 



come from ZIV ! 



AUSTIN, MINN. 

KMMT 

34.4 

SHARE 

21.6 RATING 

BEATS Phil Silvers, Perry 
Mason, , Yancy Derringer, 
Restless Gun, Bob Hope, 
Dinah Shore Chevy Show 
and many others. 

Jan. *59 



CLEVELAND 

KYW-TV 

40.6 

SHARE 

17.4 RATING 

BEATS Rawhide, Jack Benny, 
Dragnet, I Love Lucy, Texan, 
Ed Sullivan and many others. 

Feb. '59 



SAN DIEGO 

KFMB-TV 

44.4 

SHARE 

27.4 RATING 

BEATS Red Skelton, Perry 
Como, Ernie Ford, 1 Love 
Lucy, Phil Silvers, Wyatt 
Earp and many others. 

Jan. '59 



MILWAUKEE 

WTMJ-TV 



% 



48.1 

SHARE 

29.4 RATING 



BEATS Desilu Playhouse, 
Groucho Marx, "M" Squad, 
Danny Thomas, Steve Allen, 
Gunsmoke and many others. 

Jan. '59 



DENVER 

KLZ-TV 



% 



42.5 

SHARE 

23.2 RATING 

BEATS Ann Sothern, Wyatt 
Earp, Naked City, Lineup, 
Wanted — Dead or Alive, 
Texan and many others. 

Jan. '59 



CINCINNATI 

WLW-T 



% 



38.0 

SHARE 

20.3 RATING 



BEATS Gale Storm, D. A.'s 
Man, Yancy Derringer, Bob 
Cummings, Cimarron City, 
Ed Sullivan and many 
others. 

Feb. '59 



Greenville-Spartanburg 



% 



WFBC-TV 

63.1 

SHARE 

31.4 RATING 



BEATS Perry Mason, Perry 
Como, Loretta Young, Rifle- 
man. Restless Gun, Yancy 
Derringer and many others. 

Jan. '59 



PORTLAND, ORE. 

KGW-TV 

41.5 

SHARE 

38.9 RATING 

BEATS Jack Benny, Ed Sul- 
livan, Wanted — Dead or 
Alive, Garry Moore. Wells 
Fargo, Loretta Young and 
many others. 

Jan. '59 



Albany-Schenectady-Troy 

WRGB 

62.2 

SHARE 

29.1 RATING 

BEATS Bob Cummings. Peo- 
ple Are Funny, Jack Benny. 
Have Gun — Will Travel, Law- 
man, Ed Sulhvan and many 
others. 

Jan. '59 



MIAMI 

WTVJ 



% 



50.1 

SHARE 

19.4 RATING 



BEATS Colt .45, Dinah 
Shore Chevy Show, Walt Dis- 
ney Presents, Naked City, 
Ozzie & Harriet, Buckskin 
and many others. 

Feb. '59 



SYRACUSE 

WSYR-TV 

58.6 

SHARE 

36.3 RATING 

BEATS Phil Silvers. Groucho 
Marx, Alfred Hitchcock, Wy- 
att Earp, "M" Squad, Maver- 
ick and many others. 

Jan. '59 



INDIANAPOLIS 

WISH-TV 

% 

SHARE 

33.2 RATING 

BEATS Wyatt Earp, 77 Sun- 
set Strip, Perry Como, Zane 
Grey, Dinah Shore Chevy 
Show, Desilu Playhouse and 
many others 

Jan '59 



TWO NATION-WIDE 
SERVICES COMPILE 
ZIV SHOW RATINGS 




DR. SYDNEY ROSLOW , Dirtcto* 
PuIm, Inc. 

Pulse, a pioneer in collecting and 
tabulating audience measurement 
and composition data since 1941, 
bases its findings on the results of 
face-to-face interviews held in the 
viewer's home. 




JACK GROSS , Vict Prwidant 
American Rtt*arth Bureau, Inc. 

ARB favors a special viewer diary, 
kept in the home and developed 
from years of research. Arbitron, 
ARB's latest development in New 
York now and slated for other cit- 
ies soon, is a new instantaneous 
electronic measurement tool. 

Each of these authoritative serv- 
ices, while following their own 
methods of gathering tune-in in- 
formation, consistently show the 
same results: 

Month after month, in market after 
market, ZIV SHOWS RATE GREAT! 



The Ziv man in your market can show YOU how to profit from 
using one of America's GREAT selling forces ... a ZIV show! 




AMERICA'S NO. 1 TEST MARKET* 

DOMINATED BYKTVH 

Because KTVH Programs for Local Interest 



UV£ LOCAL BOWtM every week 



UV£N£W$ R£MOm complete 

MOBILE NEWS UNITS ANO 8 LOCAL NEWS MEN! 




_ PROFESSIONAL 
^ UVElWIieOlf AND AMATEUR 



M m PLUS iXCLUME 



*TEST MARKET Population 1,064,200. Families ^ 
314,600. Effective Buying Income $1,520,714,000.* Located in 
the heart of America. Isolated territory. Diversified income. 
Covered by all types of media. High among the prosperous 
areas in America. 

*1958 Sales Management Survey of Buying Power. 



SELL 



TO 
KANSAS 



BUY.. 



KANSAS 



• STU0I0S IN HUTCHINSON AND WICHITA • HOWARD 0. PETERSON, GEN. MGR. 9 



Madison 



More on spot radio 

A thousand kudos to sponsor for its 
strong, effective campaign on behalf 
of Spot Radio. 

The goal SPONSOR has set is in- 
deed a challenge to broadcast opera- 
tors and their representatives. U will 
not happen automatically, but only 
through careful, thoughtful attention 
to these areas: 

( 1 } Programing. Are we pro- 
graming our stations for our public, 
or according to our own personal 
tastes — projecting our own likes and 
prejudices into our program sched- 
ules. Successful modern radio is 
geared sensitively to ehanging publie 
tastes and fancies. 

(2) Selling. Arc we selling radio 
as well as our own stations? Do we 
spend so mueh time damning com- 
petitive stations that we neglect the 
important task of showing the pro- 
spective client why and how radio is 
for him? 

( 3 ) Scr v icin g. Is the o rd er the 
end? Or do we try to keep the client 
sold on radio and on our station? 

(4) Business Methods. Is it easy to 
do business with us? Are our rate 
cards so complicated that it takes a 
CPA to interpret them? 

(.>) Station Image. Do station op- 
erators keep their representatives 
fully informed? Representative sales- 
men must know the sound and image 
of the stations they sell in order to 
convey that impression to their 
elients. 

Competitive media are waging all 
out campaigns. SPONSOR has taken 
a giant step in "total selling" for 
radio. Now is the time for stations 
and their representatives to examine 
their methods to make sure that ra- 
dio, too, is aggressively involved in 
total selling. 

John F. Hurlbut 

WFBM 

Indianapolis 
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^ our series of articles on spot ra- 
dio were tremendousl) good. I was 
particularly impressed with the one 
in the 14 Fehruar) issue: "Spot Ra- 
dio Needs New Prestige with Spon- 
sors. 

I am enclosing a memo to depart- 
ment heads of KVOS and KPQ which 
may he of interest. Keep up the good 
work. 

"/ think both KVOS and KPQ have 
been good community media* but I 
think they have got to be better. Read 
the 11 February issue of sponsor on 
this subject. . . . 

'7 am particularly impressed with 
the fact that we, at KVCS, are doing 
a better job than we are telling peo- 
ple about. I am not talking about 
the method of telling — / am talking 
about what we tell. . . . What are we 
doing to tell local, national and re- 
gional advertisers these facts? 

'7 dont think we realize our own 
shortcomings in this respect." 

Rogan Jones 
KVOS 

Bellingham . Wash. 



. . . Congratulations to sponsor for 
the comprehensive series on the na- 
tional spot radio situation. While I 
don t agree with all of \our conclu- 
sions. I compliment you on recog- 
nizing an acute problem and putting 
the spotlight on it. 

Tony Moe 
KSO 

Des Moines 



1 have been following with great 
interest your series entitled. ^SPON- 
SOR'S Five Hundred Million Dollar 
Plan For Spot Radio." 

First, let me say that I would like 
a dozen copies of the complete series 
when it is finished. Secondly. I'd lik" 
to say that this is the most compre- 
hensive, intelligent approach to a 
situation that ever) one in the indus- 
try recognizes, but about which no 
complete plans have been made, to 
my knowledge. 

You are to be congratulated on a 
job well done. 

Ben Hoherrnan. gen. mgr. 

WABC 

New York 



• 1to|irints are a%ntlal»le for llir c<>iu[>I«*l** 
series in a 1 f«iltlrr. ("<>*t is ,3.> «*a. 

for I .-If* pnpkeis. Special prices a% ailahle for 

qtiaotit irs of 50 or in tin*. Send imjiiirii-.s to 

S->00 Minion r'o SPONSOR. 





YEARS OF 
AUDIENCE LEADERSHIP 



For more than three continuous years. ..covering 
sixteen consecutive ARB Rating Periods... 
KCRA-TV has enjoyed audience leadership 
in the prosperous, growing SACRAMENTO, 
CALIFORNIA TELEVISION MARKET. 

This KCRA-TV audience leadership means 
more viewers . . . more sales impressions . . . 
greater results for your advertising dollar. 



ARB RATING PERIODS 


KCRA-TV 


STATION "B 


' STATION "C" 


Nov. 7- Nov. 13, 1955 


32.3 


30.3 


31.1 


Feb. 8 - Feb. 14. 1956 


34.2 


29.7 


29.7 


June 2 — June 8, 1956 


35.7 


35.6 


25.2 


Nov. 15 — Nov. 21, 1956 


43.8 


36.1 


22.1 


Feb. 8 - Feb. 14. 1957 


49.1 


32.4 


21. 7 a 


• March 18 - April 14. 1957 


46.5 


31.0 


24.7 


May 8- May 14. 1957 


49.7 


34.5 


19.5' 


Oct. 14 - Oct. 20. 1957 


58.7 


35.3 


6.2 


Oct. 29 - Nov. 4, 1957 


48.8 


40.4 


11.4 


Dec. 1 - Dec. 7, 1957 


49.0 


39.8 


13.8 


Feb. 8 -Feb. 14. 1958 


49.2 


40.9 


11.0 


May 12 - May 18, 1958 


48.0 


42.3 


16.1 


Sept. 9 - Sept. 15, 1958 


53.5 


35.8 


14.1 


• Oct. 4 - Oct. 31, 1958 


50.7 


37.6 


12.2 


• Nov. 8 - Dec. 5, 1958 


50.6 


35.6 


15.2 


• Jan. 5 - Feb. 1, 1959 


44.8 


30.2 


14.9 



(*} Denotes totol audience shore of stotions "C A D Stotion 
*D" went off the oir offer Moy 8 thru M, 1957 roting period. 
* Denotes four week rating periods. 



KCRA-tv 



SACRAMENTO 



Represented by Edward Petry & Co. 



CALL YOUR PETRY MAN 

for availabilities on 
KCRA-TV, the flourishing 
Sacramento Audience 
Leadership Station. 
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to the TOE.gO ABC-TV 

You're going where the growing is when you go ABC-TV. ABC's 
nighttime audience has grown by 1,100,000 homes over this time last 
year (another network gained only 55,000 homes - and the third lost 
590,000!). Some of the more important reasons are right on these pages.* 
These pages are the picture of efficiency, too. ABC programming pulls 
in audiences more efficiently than either of the other two networks. 
Average cost per minute for 1,000 homes on ABC is $2.78. (The other 
two - $3.13 and $3.43, respectively.) ** 




ABC TELEVISION 



*National Nielsen Feb. I & II Report, Average Audience TYr Minute Sun -Sat. 7:30-10rrJO PM all sponsored eve- 
ning programs. °*Nielven Cost Per Thousand Commercial Minute; Delivered Data. Nov -Dec.. *5H Evening Once- 
A-Week Programs, based on NieNen average audience ratings and estimated time coMs and published Udent fignri-s. 



FARMER'S DAUGHTER DOES 
EVENING CHORES! . . . 

. . . while Ivy League farm boy waits outside 
in convertible. Thafs toddy's picture of our 
bountiful Land of Milk and )^bney. Yes, 
here's a unique market of small cities and big 
farms . . . 42% rural and 58% urban . . . 
more than 400,000 homes enjoying Channel 
2-CBS television. 

ANY CHORES YOU WANT DONE? 





THE LAND 
OF MILK 

ANDKONEY 

WBAY A 2 

GREEN BAY 
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34 SPONSORS OF 
'58-59 SPECIALS 



Why net tv specials 
are in heavy demand 

^ Rush by clients to sponsor high-budget 'one-shots' 
is biggest program development of current tv season 

^ 1958-'59 total of 41 'specials' may triple next year 
with show costs topping $30 million from blue-ebips 

^Television's biggest growth potential is in its **specials" — the out-of-the- 
ordinary, irregular!) scheduled features which cost sponsors more tiian $10 
million this season. On the basis of tiie network predictions for next fall, 
national advertisers ma\ spend as much as $30 to $10 million for these 
special shows. 

This is a whopping big percentage of network television's total time costs 
and total ad revenues. Wh) the boom? How special are specials? And, for 
that matter, what is a special? 

These are questions which clients and agencies are asking each other, the 
networks and the packagers who are putting together these elaborate special 
programs which cost anywhere from $100,000 to $500,000 for a one-phot 
effort. 

What is a special? Definitions vary, but most of the industn seems to 
agree it's a one-shot show of unusual interest scheduled at a time pre- 
empting a regular program or it s one in a series with all shows in the series 
different in format and scheduled irregular!}. Thus. b\ most definitions. 
DuPonfs Show of the Month on CBS TV is a special even though it s a 
series. Why? Because it s slotted into different hours on different nights, 
pre-empting regular programs in those periods. 

Thus. too. NBC TV seems to be alone in its categorizing Kaleidoscope 
and Omnibus as specials. These programs are series telecast at the >nme 
hour on the same night even though the content of each most eertainU can 
be described as "special." Inherent in the definition of a special is the as- 



Automotive 

Buick I)i\., General .Motors 
Chrysler Div., Chrysler Corp. 
Ford Motor Co. 
General Motors (I)eleo parts) 
Mel Div., Ford Motor Co. 
Ohltimohilc Div., Gen. Motors 
Pontine I)i\.. Gen. Motors 
Texaco (gas and oil) 

Food and beverages 

Curling's (beer and ale) 
Corn-Coin Bottling Co. 
General Mills 
Hills Bros, (coffee) 
National Dairy 

Services 

American Express 
American Tel. & Ted. 
Bell Telephone Co. 
Lincoln National Life Ins. Co. 
Traveler's Insurance Co. 

Industrial 

Du Pont 

Minnesota Mining & Mfg. Co. 
Monsanto Chemical Co. 
National Carbon Co. 

Cosmetics 

John H. Breek & Co. 
Helene Curtis Inc. 
Procter & Gamble (Lilt) 

Jewelry and watches 

Beams Watch Co. 
General Time Corp. 
U. S. Time Corp. 

Drugs 

Rexall 

Smith. Kline & French 

Stationers' supplies 

Hallmark Card Co. 
Sheaffer Pen Co. 

Radio and television 

Phileo Corp. 

Transportation 



Greyhound Corp. 



sumption that its length must be 60 
minuted or more. 

Win the boom in specials? Basic- 
ally, because of the law of supply and 
demand applies here, too. Marketers 
are demanding specials to serve their 
various marketing needs. 

Two years ago. when NBC TV was 
alone in its development and exploita- 
tion of the big "spectaculars, ' most 
advertisers tended to plump big money 
into specials for conceptual selling, 
into building a corporate image and 



toward gaining such intangibles as 
prestige, over-all acceptance and con- 
fidence. 

This season specials have come into 
their own with renewed vigor at NBC 
TV and CBS TV, and with introduc- 
tion of this format b) ABC TV. In 
this season sponsors have learned 
there are a lot of different sales jobs 
the specials can perform. After two 
seasons of trial-and-error experience 
and observation, the biggest blue- 
chip advertisers have originated and 
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TOP 10 TV SPECIALS AS RATED 
OVER THE PAST TWO SEASONS 



'58-'59 SEASON 

Show 



4. Shirley Temple Storybook 

(Rapunzel) 



1. Miss America Pageant. 

2. Wonderful Town 

3. Shirley Temple Storybook 

(Ali Baba) 

5. Jerry Lewis (12/10) 

6. High Adventure (12/6) 

7. Victor Borge 

8. Bob Hope Show (1/16) 

9. High Adventure (1/9) 
10. DuPont Show (Harvey) 



Show 

1. Lucille Ball-Desi Arnaz 

2. Academy Awards 

3. Annie Get Your Gun 

4. General Motors 50'th 
Anniversary Show. 

5. Lucille Ball-Desi Arnaz 

6. 75'th Anniversary Show 

7. Edsel Show 

8. Lucille Ball-Desi Arnaz . 

8. Lucille Ball-Desi Arnaz 

9. Lucille Ball-Desi Arnaz 
10. Mike Todd Party 

*ro*U refer to talent and product Ion; time costs are not included. 
'•Refers to time-talent only. 
Baaed on A. O. Nielsen data. 
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N'et 


Total Audience 


Cost* 


CBS 


50.3 


$220,000** 


CBS 


38.3 


350,000 


NBC 


38.2 


170,000 


NBC 


36.1 


1 70 oon 
1 i u,uuu 


NBC 


36.9 


240,000 


CBS 


35.6 


225,000 


CBS 


34.8 


290,000 


NBC 


34.5 


320,000 


CBS 


32.4 


225,000 


CBS 


32.2 


275,000 


ASON 




Net 


Total Audience 


Cost* 


CBS 


57.5 


$285,000 


NBC 


54.7 


225,000 


NBC 


54.0 


400,000 


NBC 


49.4 


850,000 


CBS 


48.6 


285,000 


NBC 


48.3 


750,000 


CBS 


48.2 


550,000 


CBS 


46.7 


200,000 


CBS 


46.7 


200,000 


CBS 


45.9 


285,000 


CBS 


45.2 


95,000 



mastered techniques of making spe- 
cials pay off all down the line. That's 
why automotives — the first to pick up 
the novel idea of huge, slambang one- 
shots — have been joined by insurance 
companies, watch manufacturers, cos- 
metics, food and drug concerns. 

The special can sell hard and well 
for fast-turnover, low-priced items as 
well as for slow-moving costly ones. 
The approach, of course, must be dif- 
ferent and tailor-made to the client 
need. That's wh} specials have been 
adapted to all types of accounts and 
their marketing and merchandising 
problems. 

This current '58-'59 season has 
seen 35 national advertisers buying 
41 specials (ABC TV, 5; CBS TV, 
14; NBC TV, 22)— largely on a sin- 
gle-sponsor basis. 

Who are these heavy-money bettors 
on tv specials? Automotive. 8 com- 
panies; food and beverages, services, 
5 each; industrial, 4; cosmetics, jew- 
elry and watches, 3 each; drugs, sta- 
tionery supplies, 2 each; transporta- 
tion, appliances, 1 each. 

Here are some of the rules of the 
game which investors in specials have 
learned. 

If you're selling institutionally and 
building an image, you don't need 
to worry about counter sales right 
no iv. 

But if you need fast sales, you can 
get them by exploiting promotion an- 
gles — by working tie-ins with retail- 
ers, building intra-company sales con- 
tests, exploiting the show two to three 
months in advance and capitalizing 
on word-of-moutb and trade talk for 
a couple of months after the event. 

There are other pluses for the 
straight- and bard-sell advertiser. He 
instills excitement in the sales force 
and satisfies their eagerness to have 
something new to talk about. He 
knows the name-dropping value and 
confidence-building factor with re- 
tailers which come from sponsorship 
of a big-name, big-property program. 

Obvious sales gains hinge on the 
vast audiences which can be delivered 
by a one-shot show. 

The top-rated specials this year 
(see adjacent chart) brought in these 
kinds of results: the Miss America 
pageant, tops in all 'special' measure* 
ment from September through Feb- 
ruary (A. C. Nielsen), bagged 21.4 
million homes. Wonderful Toivn, 
which cost $500,000, reached into 
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MARQUEE VALUE is what specials need to 
get audiences, sponsors. Three sure-fire for- 
mats this season were (I to r): situation 
comedy, CBS TV's Lucille Ball series; musical 
variety, NBC TV's Jerry Lewis Show (with 
Helen Traubel) ; special event, ABC TV's 
Ring ling Bros. Circus originating in N. C. 




16.4 million homes in two hours (and 
CHS TV claims a total audience of 
45.3 million). Even the ofl-beat Ham- 
let — which won rave notices almost 
everywhere but New York — was 
seen by 20 million persons, CBS TV 
says. 

But. some clients ask, how really 
special is a special? Network pro- 
gram executives say there very pos- 
sibly will be a time (and not too far 
off) when there's a special on the tv 
screen every day. The problem, they 
agree, is not one of multiplicity of 
shows dulling audience receptivity to 
such one-shots. If quality holds up 
and entertainment value is enhanced, 
the audience will tune to aff specials 
— even one a day — if specials con- 
tinue to be special. 

Quantity, too. in and of itself has 
no adverse effect on the end product, 
in network program chiefs' opinion. 
CBS TV. for example, is trying to sell 
40 such shows to a single advertiser 
— and expects quality to he as high 
with 40 as with one. And NBC TV 
is showing advertisers presentations 
in behalf of a weekly special to be 
telecast 52 weeks a year — and three 
prospects are seriously interested. 

A real special — rather than a bally- 
hooed. blowmup /ion-special — has un- 
usually entertaining elements which 
makes it an extraordinary attraction. 
The biggest element appears to be the 
star — someone with what the trade 
calls marquee value — followed in au- 



dience-getting importance In the 
propert) or program content itself 
and then b) such elements as produc- 
tion quality, sets, time period allotted. 

The varietx in the star and the pro- 
gram format (or property) is limit- 
less. !\BC TV and CBS TV have more 
diversification in their offerings, be- 
cause their quantity is greater than 
ABC's. ABC TV this fall— with fewer 
specials than the other networks 
will tend to stick with its formula of 
success during this first year: mu- 
sicals. 

The range of talent and ideas in 
specials — ahead) vast — will he even 
more so next fall. 

Program and sales executives of all 
networks are running from client to 
agenc\ to packager office — present- 
ing ideas and times and tr\ ing to 
nail down commitments. Most spe- 
cial*, though pre-planned in some- 
what tentative manner 1>\ network 
chiefs, are not actualh put together 
and developed as a program until 
there is ver} specific sales interest on 
the part of agenc\ or client. 

Here's what the networks plan. 
These shows are nowhere near the 
complete lineup, of course, as April 
and Ma\ are months when the client 
fish are biting hardest for the specials 
lure. 

ABC TV. with five specials in this, 
its first season, has 12 firmly in the 
works for \59-Y>0 and another 12 in 
prospect for a total of 24 — almost 



fi\ e times the opening-season -ched- 
ule. 

Thomas Moore. \ ice president in 
charge of programs and talent for 
ABC TV plans a series of four shows 
with Art Carney in what he calls 
* 4 bad puppet fantasies'" after his debul 
i n Th c So rcerers A pp ren live (and 
Peter and the Wolf ) this season, with 
a repent of Peter and the Wolf, 
There'll be three Brng Crosln shows 
and five with Frank Sinatra, both 
stars under contract to the network. 
The Ostcr Co. has signed for a net- 
work-originated package w itb Kate 
Smith on Thanksgnrng K\e. Golden 
Harvest. 

Mr. Moore is also planning three 
or four live (but taped) t\ shows 
which will originate in Kurope with 
such possible gate-getters as Maurice 
Chevalier. Hex Harrison and Law 
rence Olivier. And Pat Boone ma\ 
appear in two one-hour shows. The 
number of specials will average two 
to three each month for the nine 
month peak \ie\ving season. 

NBC TV has a fio< k of specials >im 
mering. reports Robert F. Lew me 
v.p.. Its Kaleidoscope series current- 
h is sen ing as a showcase for spon- 
sors, presenting test-runs along three 
format lines: i 1 t stories of the Bible's 
Ten Commandments. (2) a projected 
series on different kinds of American 
families (with the test in Ma\ a re- 
mote on location), and (3) "the story 
I Please turn to page 10) 
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Summer radio lures more "out-of 



^ In the past six years, auto and other non-home 
listening have risen 40%, according to Pulse data 

^ Radio's summer dip is no more. During some 
periods its hot weather public beats that of winter 



^5f all the advertising media, none 
is transformed by the advent of warm 
weather like radio. 

Americans swarm on the roads, 
trudge on picnics, worship the sun 
on beaches. The less desperate ones 
relax on their patios, soak in their 
pools. There's a good chance that 
while all this is happening the radio 
is on. 

Measuring accurately the extent of 
this listening is one of the toughest 
problems radio faces. With the min- 
iaturization of radio circuits proceed- 
ing at a rapid pace, the problem will 
become even tougher. 

Nevertheless, the advertiser has 
some idea of the dimensions of the 
out -of -home radio audience. He 
knows — and logic will tell him — that 



out-of-home listening is greater in the 
summer than during the winter. He 
can assume that the lion's share of 
this listening is in automobiles. He 
may suspect — and he is right — that 
over the long haul out-of-home listen- 
ing is growing. 

If the advertiser is particularly 
sharp he may estimate that one out of 
every two to one out of every four 
radio listeners is listening out-of-home 
during the summer. No one needs to 
be told that is a sizable audience. It 
means that at any moment in time 
anywhere from one to two million 
homes for two to three million peo- 
ple I are listening out of home. 

To he specific. Pulse estimates that 
the out-of-home audience last summer 
was equal to 28% of the in -home 



audience during the average quarter 
hour. In terms of actual audience 
size this comes out to a median fig- 
ure of 4.6% of all radio homes. (The 
Pulse data is based on figures from 
28 major markets) . Of course, on an 
accumulated audience basis the num- 
ber of people an advertiser can reach 
out of home is considerably higher 
than this figure suggests because of 
the saturation methods used in buy- 
ing radio. 

Pulse has been measuring the out- 
of-home increment in most of these 
28 markets since 1952, thus provid- 
ing an excellent bird's eye view of 
what's been happening to out-of-home 
listening. A six-year trend shows that 
the size of out-of-home audience has 
increased 10% . 

Confirmation of this general out- 
of-home picture is presented by Niel- 
sen auto measurements. Last sum- 
mer, for example, auto audiences rep- 
resented 26% of the morning in-home 
audience, 28% of the afternoon in- 
home audience I both figures cover 
just weekdays) and 41% of the night- 
time in-home audience. The higher 



12 



SPONSOR • 28 MARCH 1959 




homes" 



percentage of auto to in-home listen- 
ing shown by Nielsen comparer} to 
Pulse, which estimates that 55-6(KJ 
of out-of-home listening is done in 
autos, is possibly due to the fact that 
Nielsen in-home levels generally run 
lower. 

Latest Nielsen figures disclose a 
particularly sizable hike in summer- 
over-winter auto audiences at night. 
During the average minute last Julv. 



the auto audience was 'MY < higher 
than this past January. Morning and 
afternoon showed higher audiences 
in Julv also hut the increases ran be- 
tween 7 and 0 r r . 

The potential auto audience is a 
tremendous one. By this summer 
about 10 million passenger ears will 
be equipped with radios. The amount 
of traveling done by autos is stagger- 
ing—about half a trillion miles per 
year. That's 500. 000. 000,000. no 
less. Probably about a third of this 
— 1 65.000.000.000— is done during 
the summer. Just for fishing alone, 
autos log nearl) billion miles a 
\ear. 

One fact that makes the radio 
broadcaster particularly happy about 
summer land makes radio more val- 
uable to the air advertiser ) is the dip 
in video audiences. Take a Nielsen 
comparison of homes per average 
minute in July 1058 and Januarv 
1959. The nighttime winter average 
comes to 24.3 million homes while 
the after-dark summer figures aver- 
age 15.5 million. In the afternoon 
it's 11.8 million in the winter and 8.1 
million in the summer. In the morn- 
ing its 1.8 million during the winter 
and 3.2 million when it's hot. 

While it s true that there were more 
tv homes in January than the previous 
July, the difference was relativelv 
small (about 750.000 homes) and 
could not account for the higher win- 
ter levels. 

Though out-of-home audiences are 
considerable, broadcasters contend 
that a hefty share of such audience 
has never been properly measured. 
However, cold water was thrown on 
this assumption at the NAB conven- 



tion this month. The bucket wa» 
wielded In John K. Churchill. Niel- 
sen vice president, who finalh pro- 
vided some glimpses of an out-of- 
home stud\ made during the summer 
of 1057 and into 1958. 

The stud\. Chun-hill said, added 
up to this: 

• ,4 ln-hoine listening is radio's 
solid core without much seasonal 
variation. When it is at its best the 
out-of-home is at its poorest. 

• *Mn-rar listening doesn't follow 
an expected pattern of proportionate 
increase as we get into the better 
driving months. 1 ' Churchill said three? 
things seemed to be responsible: I 1 » 
more passengers per car cut back re- 
liance on radio as a companion; (2> 
higher noise levels in the car because 
of higher speeds and open windows; 

i 3 I longer average runs mean "pre- 
set tunings are not the most efTeetne 
station selectors and we tend to let 
it go bv default." 

• Non-home listening other than 
auto was "somewhat less" than the 
Nielsen auto audience levels, with the 
largest unmeasured portion oceuring 
at w ork. Measuring listening at 
work 4 *is a real toughie" becaur-e of 
the problem of distinguishing be- 
tween wired music and true radio 
sen ice. between am and fm and be- 
tween commercial and non-eommer- 
cial stations. At-work listeners con- 
sist of a "small minoritv almost con- 
tinuously exposed. 

• ''All other out-of-home \ aries 
from restaurants, ball park> and 
beaches to tin 1 personal transistor .-et 
and ear-phone addict 'w ho .shall ha\ e 
music wherever she goes.' But stop 
and think: How main people do von 



SIX-YEAR TREND IN OUT-OF-HOME LISTENING 

Percent totiil home.-, listening; nut of home, v inter unil -iitttmcr. l9.>2-.">}{ 

1952 '951 1954 1955 1956 1957 1958 



\V S W S W S W S W S W > \\ > 

3.1 3.3 3.2 3.6 3.6 3.8 3.6 3.9 3.8 4.3 4.2 4.4 4.1 4.6 

Out-of-home listening during summer 1958 was 10^r above the summer 1952 level, these Pulse figures show. Data rep- 
resents median for 28 major markets, shows average per quarter hour, is probably reprrsentatii e of the I .>. r/s a whole 

i 
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HERE'S HOW THE HOT WEATHER 
AFFECTS LISTENING, VIEWING 

Radio Listening, Winter & Summer 



Morning 
Mon.-Fri. 



Afternoon 
Mon.-Fri. 



Night 
7 days 





1.3 







1.0 


3.1 




1.0 




— In-Home 



July Jan. 
'58 '59 

□ =: AutO-PluS 



July Jan. 

'58 '59 



Tv Viewing, Winter & Summer 



Night 
7 days 



Nielsen data above and below are in 
terms of millions of homes per average 
minute during each day part. Note 
that radio audiences in January and 
July remain relatively steady while 
there Is a considerable difference in 
tv winter and summer audiences 
both day and night 



Afternoon 
Mon.-Fri. 



24.3 



11.8 



8.1 



Morning 
Mon.-Fri. 



4.8 



July Jan. 

'58 '59 



July 
•58 



Jan. 

'59 



know who do all these things as often 
as they could?" 

Interestingl) . the Nielsen break 
down of non-home listening follows 
pretty much the figures dug up by 
Pulse in studies made during the 
summer of 1953 and the winters of 
1954 and 1955. As previously point- 
ed out, the share of out-of-hoine ac- 
counted for by auto listening ran be- 
tween 55 and 60%. 

Second largest share came from 
listening at work, which ranged be- 
tween 25 and 30%. Listening in 
other people's homes amounted to 
about 15%. Listening to portables 
amounted to 5% during the summer 
(it is undoubtedly higher now) and 
less than 1% during the winter. The 
restaurant share ranged between 3.5 
and 3.9; store listening accounted for 



6.3 to 10 



while miscellaneous 
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places came to less than 2% of the 
out-of-home total. (The out-of-hoine 
total came to more than 100% be- 
cause of multiple responses.) 

Whatever the dimensions of sum- 
mer out-of-home radio, advertisers 
are pretty well aware these days that 
radio no longer suffers an audience 
slump during the summer. Even in- 
home listening is steady throughout 
the year. Recent Nielsen figures on 
average daily listening per home dis- 
close an annual peak of 1.98 hours 
in September and a valley of 1.74 
hours in August. 

Spending in radio tends to follow 
the pattern of retail sales. For ex- 
ample, monthly spot radio spending 
estimates in 1957 (the latest avail- 
able) by the Station Representatives 
Association point to a steady shelling 
out of dollars throughout the year 
with the exception of a rise during 
the Christmas season, a profile fa- 
miliar to the storekeeper. 

Broken down by quarters, the SRA 
figures came out as follows: $42 mil- 
lion for radio time through March, 
$39 million through June, $41 mil- 
lion through September and $48 mil- 
lion through December. Thus, in 
1957 at least, there was more money 
spent during the summer than during 
the spring. 

Advertisers with seasonal products 
or seasonal sales peaks are, of course, 
one of the main reasons that summer 
radio keeps its billings on a healthy 
(Please turn to page 44) 
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Iii recent weeks, most of the comment on the 
single vs. multiple rote controversy has come from 
radio /tv station representatives, agency media men 
and station operators, sponsor knows that many 
advertisers have equally strong views on this sub- 
ject though, for intramural reasons, they are often 
hesitant to express themselves. H e therefore be- 
lieve that this unusually forthright statement by 
Robert Jornayvaz, Jr., advertising manager of the 
;]/. K. Goetz Brewing Co. of St. Joseph. Mo., will 
be of great interest. The Goetz account is handled 
by John W, Shaw Advertising Inc. of Chicago. 




Ad manager attacks double rates 



^ Goetz Brewing executive urges the beer industry 
to take stronger stand against local "bargain" buying 



by Robert Jornayvaz, Jr. 

the tide of controversy rises 
and falls on the single-rate card, has 
any advertiser really taken stock of 
his agency relationship with regard 
to switching national media into local 
purchasing? 

I sincerely doubt it. "Why — who 
cares about the agency?" is the usual 
retort when someone has to tell them 
that X number of markets are being 
dropped off the media list with no 
explanation except "The sales force 
says so" or ''The distributor really 
put on the heat . . . and you under- 
stand." 

Certainly they understand, and the 
timebuyers and media directors just 
slow down the thinking process on a 
client's product and those choice spot 
announcement slots go to another 
shop or client. Ever) body under- 
stands. Rut never the advertiser. 

Why, in this industry where sales- 
manship is such a precious commod- 
ity, can't we unsell ourselves on a hot 
bargain when a fast pitch from the 



field arrives with the rate cut in half? 

It is difficult enough to obtain 
prime time with competition what it 
is. And from all reports, things are 
going to get tougher. Well then, 
doesn't every advertiser need every 
ounce of talent accessible to outsmart 
his competition ? 

Why then, do we turn from reliable 
and sound buying procedures and 
bargain-hunt? Aren't we just kidding 
ourselves? 

Win not a single rate card? Is 
this heresy ? Does station manage- 
ment really know of the damage 
caused by multi-rate structures? 

In many instances advertisers swear 
they will never buy certain stations 
again simply because of local prac- 
tices. On a profit-and-loss sheet this 
can he rather alarming when chain 
reaction sets in. I am sure station 
owners or managers w ould think 
twice after chatting seriously with 
media groups or advertisers w hen 
their stations' reputations were ex- 
plained. 

Inasmuch as cooperative adver- 



tising agreements or programs ha\e 
been accelerated in usage in the pa>l 
few years, the local distributor-jobber 
becomes an expert in media. He buy? 
by the seat of his trousers, spending 
precious budget dollars at will, and 
whim questioned on his choice he be- 
comes highly indignant. 

The all-loo-familiar hue and cry is 
"My market is different, so 1*11 han- 
dle the ad\ertising locally."* Hut is 
the time purchased justified in its 
use? Was it truly studied by com- 
petent buyers before the contract wa^ 
signed ? No. 

Why ? Simply beeau-e no one 
wants the rate structure discussed. 
Is this good for the o\er«all media 
plan? Does the purchase benefit any 
satellite distribution? How about di- 
reetionals or day time operations? 
Last of all. whatever happened to the 
local merchant for whom the rale 
was originally designed? Will this 
man o\ er see the inside of a good 
buy ? 

Why then, must industry condone 
the poor salesmanship that exists and 
will continue to c\ist unle<^ we take 
the authority from those* who ha\o no 
regard for the host welfare of the 
client and product? ^ 
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and what it means 



to U.S. advertisers 



Beginning: A series of country-by-country looks 
at foreign television by a knowing, world-girdling pair 

^ This week : Italy, where commercial time is 10 
minutes a day; Portugal, where tune-in runs to 90% 



Richard I\ Doherty has crossed eco- 
nomics with broadcasting to become 
an authority on both. A former NAR- 
TB v.p. ami one-time head of econom- 
ics at Boston £/., he now heads his 
own tv and radio management firm 

TV IN PORTUCAL 

RICHARD P. DOHERTY 

^^adiotelvisio Portuguesa ( RTF ) 
has been in regular tv operation for 
nearly two }ears. Technical tv cover- 
age is b\ microwave to three studio- 
transmission installations outside Lis- 
bon plus a straight satellite in south, 
ern Portugal. Headquarters and 
principal operations are at Lisbon. 
Fully 85 % of the country's popula- 
tion is capable of receiving a Grade B 
or better signal. 

The 25.000 tv receivers, currently 
licensed at $12 per year, are a very 
inadequate measure of tv effectiveness 
and audience size in Portugal. Set 
tune-in runs 90%. or higher, during 
practically ever} program from 9 
p.m. to 1 1 :30 p.m.. seven nights a 
week plus a two-hour Sunday after- 
noon segment. The no\elt\ of tv to 



the Portuguese public produces avid 
viewing and strong response to adver- 
tising. All spots are a full 60 seconds 
and cost Slo-$20. Program time 
charges run at the rate of $150 per 
15-minute segment including limited 
talent and ordinary production costs. 
Talent costs are low, by American 
standards, as indicated by the fact 
that a 30-minute dramatic live show 
ca n be completely pu rchased . t i me 
and talent, for as low as $650-$750. 
The RTP television schedule. 9 




AUTHORS: Richard and Dorothy Doherty, 
on world trip, are studying overseas television 



p.m. to 11:30 p.m. nightly includes 
two newscasts which have a tune- in 
of almost 100% . Tv news is very 
well produced, includes two to three 
newscasters. daily "local" news 
movies plus international news film- 
clips. Variety, musical and dramatic 
programs constitute the rest of the 
schedule. Approximately 70% of 
programing is live. The remainder 
consists of 30 minute film programs 
and one feature movie segment. This 
program has the lowest set tune-in 
(75%). 

Three American sponsors are cur- 
rently advertising over RTP. Max 
Factor sponsors a filmed variety pro- 
gram. Firestone televises a musical 
program on film. TWA buys spots 
in a Friday quiz program. 

Within the past few weeks, Carlos 
Barradas da Silva, former RCA dis- 
tributor for Portugal, has taken over 
the presidency and operating leader- 
ship of RTP. RTP has a full time 
staff of 100 persons. Personnel sala- 
ries and wages constitute 50% of 
over-all operating costs. 

TV 1TALIANA 

DOROTHY M. DOHERTY 

At this time there are 1,200,000 tv 
sets throughout Italy. There is no 
guesswork to the set circulation. By 
law. everyone must pay an annual 
set-use license fee. The cost is $20 
yearl) for a family having both radio 
and tv and $16 yearly for those 



sponsor 
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having onh tv. This fee is paid to 
KA1 who has t lie exclusive national 
tele\ ision franchise. 

Principal tv operation? are in 
Rome. The\ are housed in a magnifi- 
cent tv production center, built at 
a cost of the equivalent of $3,000,000. 
Secondai) production is at Milan. A 
network of transmission facilities al?o 
covers Turin, the regions of Venice 
and Sicily and provides signal service 
to 90'/-93 r <' of the Italian people. 
Television is largeh live, with heavy 
emphasis on dramatic, musical and 
variety show s. 

Set tune-in would he a sponsor's 
dream if commercial time were readi- 
ly available. RA1 statistics show an 
80 r ^ or better tune-in during prime 
viewing periods. Some of the most 
popular shows receive 90'7 tune-in. 

Cafes, taverns and bars, highl} 
popular spots with Europeans, all 
have tv sets. This is also true of the 
cafes of the working classes. From 
personal observation. 1 would assume 
that these sets are constantly tuned 
in whenever RA1 broadcasts. Italians 
are avid, enthusiastic tv devotee*. 

Television. Italian style, is essen- 
tially "sustaining/" except for a few 
"contributors" who help defra\ costs 
of some shows. 

There are only 10 minutes of 
straight commercial time per da}. 
These 10 minutes are compressed into 
a segment called Carozzella and comes 
on at 8 p.m., seven da\ s a week. 
Carozzella is strictl) a series of com- 
mercial spots. Some of these spots are 
sponsored by American companies 
via their Italian agents or distribu- 
tors. Thev are: Colgate-Palmolive: 
Procter & Gamble; Coca-Cola; Lever 
Bros.; Esso and Formica. 

Spot costs on Carozzella are 500.- 
000 lira for time (about $850) with 
ad additional $650 to $850 for live 
"on camera'* talent. 

Two factors currently restrict com- 
mercial sponsorship. ( 1 I The RAI 
license permits onl\ limited commer- 
cialism. 1 2) Certain groups, headed 
In newspaper interests, openh op- 
pose RAl s exclusive franchise from 
the government. It is eurrenth seek- 
ing government consent to increase 
the time available to commercial 
advertising. 

By contrast. Italian radio has 
grown progressively more commer- 
cial. 1^ 
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CONSUMER MOTIVATION 
IN 

BLACK AND WHITE 



ADMEN from 22 fop New York agencies saw presentation on motivation study of Negroes given 
by Dr. H. A. Bullock, Texas State U., above. OK Radio Group helped underwrite the research 



NEGROES CHOOSE RADIO 



l^o Negroes look at air media dif- 
ferent^ than whites? 

The\ do. For example, if you 
asked groups of whites and Negroes 
how they would spend a hypothetical 
ad budget — one wa) of measuring 
media impact — you would likely find: 

• Negroes would put the lion's 
share of the budget into radio. Tv 
Would rank second in importance. 

• With whites it Would be just the 
opposite. Tv would be first and ra- 
dio would get the second largest 
amount. 

• As for print, both white and 
colored would put them in the also- 
ran category. 

Actually, this is just how a sample 
of whites and Negroes rated media 
when asked recently in Houston how 
thc\ would spend a $25,000 ad bud- 
get. 

The (juestion was part of a major 
in-depth study of Negro attitude* 
undertaken by Dr. H. A. Bullock of 
Texas Southern University. 

The stud), entitled "Consumer Mo- 
tivation in Black and White." includ- 
ed an intensive psychological and so- 
ciological examination of the Negro, 
his preferences, prejudices, family 
organization and buwng motives. 

Dr. Bullock and his staff spent 15 
months examining a panel of 150 
Negro and 50 white families— the lat- 
ter being used as a control "roup 
against which to make comparisons. 



Financial contributions to the stud} 
were made by the OK Group and Mo- 
tion Picture Ad\ertising Sen ice. 

The OK Group, also known as the 
Paglin-Ra} stations. eon$*i>ts of Negro- 
programed radio outlets in six south- 
ern cities : WXOK. Baton Rouge: 
KVOK. Houston; KAOK. Lake 
Charles, La.; WLOK. .Memphis. 
WGOK. Mobile, and WBOK. New 
Orleans. 

The stud} was so repealing, accord- 
ing to Jules J. Paglin. one of the 
owners of the group, that it was de- 
cided to prepare an agenc\ presenta- 
tion and bring Dr. Bullock to New 
York to explain it. Earl} in March, 
a series of sessions on the stud\ was 
attended In about 300 admen from 
22 toj) New ^ ork agencies. Among 
them: BBDO. l>ty. GUV. Bate?. 
DCSS. SSCB, J. Walter Thompson. 
D F-S. Maxon. IAN. Y&K. McCaun- 
Krickson. K&F. Gumbhincr. OBM. 
Gre\ . 

Here are some of the highlights 
of the presentation: 

• The Negro famih is matriarchal. 
One out of four Negro families 
headed In a woman. 

• Though the Negro is poorer 
than the white, he aetualh has more 
discretional*} income. He i> often 
willing to cut down * > n necessities to 
bin something he want* badh. 

• The Nejzro lias a magnified con- 
cern about his health. 



37 



ESQUIRE 



^ New $2 .5 milli on cam • 
paign is aimed at 36 key mar- 
kets where upgrading strat- 
egy will do the most good 

"IT his week Esquire put the finish- 
ing touches on a new $2.5 million 
campaign designed to give a high 
shine to the $70 million shoe polish 
business. 

The move, revealed to sponsor 
last week by Esquire president Irving 
Bottner in an exclusive interview, is 
in two significant directions: 

• An entry into spot tv, to pin- 
point 36 key Esquire markets, and 

• A new quality symbol (accept- 
able to both men and women) for 
steeply upgrading the product and 
giving prestige to the do-it-yourself 
shine. 

The thinking behind the move 
from network to spot tv (buys are 
being completed this week) and the 
upgraded image ("the man in com- 
mand 1 " I highlights some interesting 
facts about how people react to do-it- 
yourself grooming. 

According to Bottner. former Rev- 
Ion v.p., who became Esquire presi- 
dent after Revlon purchased the com- 
pany in January, 1958, the shoe pol- 
ish industry stands about where cos- 
metics stood 27 years ago. "At that 
time," he says, "the job was to con- 
vince women cosmetics would en- 
hance their beauty, not harden their 
looks. If that hadn't been done, we'd 
never have emerged from the clear 
nail polish stage." 

The job today, as Bottner sees it, is 
to convince men that a do-it-yourself 
shine enhances prestige without di- 
minishing dignity. "Shoe polish ad- 
vertising hasn't taken this fact into 
account," he says. "Better shine, 
faster shine, easier shine copy pre- 



NEW PRODUCTS, like Shoe Care Bar, and 
demonstration factors must be pinpointed to 
Itey markets, say Esquire pres. Irving Bottner 
(r) and Mogul,!_W&S sr. v.p. Richard Locltman 



SWITCHES TO SPOT TV PITCH 



supposes the desire for a shine in the 
first place. It be?gs the whole ques- 
tion." 

Complicating the picture are these 
factors: 

• Most shoe polish purchases are 
made by women. In fact, three of 
Esquire's advertised products (Lanol- 
White, Lano-Wax. SkulT-Kote) are 
largely female-purchased. 

• This leaves the Boot Polish (or 
paste wax) with a roughly SO-50 
split. 

• But even with the women buy- 
ing the wax. the man must still be 
persuaded to use it up. 

• On top of this, shoe polish is 
an impulse item, rarely put on a shop- 
ping list. 

For upgrading with total impact, 
this meant copy sliced down the mid- 
dle in two ways: 

(1) A 50-50 male-female identifi- 
cation factor, and 

(2) A SO-SO institutional and hard 
sell balance. 

These were the product and con- 
sumer problems, Bottner says, that 
had to be tackled b\ the Emil Mogul 
agency (now Mogul. Lewin. Williams 
& Saylor since the Januan merger). 
Mogul has handled the account since 
it started advertising 14 years ago. 

To develop the new Esquire image, 
key agency people rolled up their 
sleeves and started to work on the 
problem. Richard Lockman. senior 
v.p. and general manager, also super- 
visor of the Revlon account, took on 
the job of supervising Esquire. He 
directed the team consisting of v.p.'s 
Al Berger. copy chief. Myron Mahler, 
air media creative director, and Les 
Dunier. radio/tv head, plus other 
agency executives. Included in the 
planning, of course, was Emil Mogul, 
who has been heavih involved in the 
account since its inception. 

They looked at the image problem 
from several angles, Lockman says. 
Many ideas — such as comparing the 
need for a daily shine to the daily 
shaving habit — were considered and 
rejected. 

Finally, the image boiled down to 
a figure symhol — "the man in com- 
mand," connoting prestige, authority 
and precision in both job and appear- 



ance. The\ found their man in a 
Van American Airlines clipper pilot. 

Aext task: to turn out a oO-sceond 
commercial. Thi> was developed with 
Mogul's executive t\ producers. Don 
llillmau and Jeanne Harrison, who 
were alreael) at work on commercials 
of that length for the other throe 
products. 

These commercials, all women- 
directed, employed hard sell, however 
upgraded in general atmosphere. The 
products: 

( 1 ) Lanol • White, an all - white 
liquid polish 

i 2 ) Lano-Wax. a liquid contain- 
ing wax and polish 

(3) Skufl-Kote, a heav\ duty-liq- 
uid for kids' shoes land In far the 
runaway leader in the field ) 

Only the Boot Polish commercial 
contains the "man-in-conimand" sym- 
bol, designed to cam oven 

Placement and rotation of the four 
spots reflect the woman's key influ- 
ence in shoe polish purchase. Lock- 
man explains that a strong reason for 
Esquire's entry into spot I in addition 
to pinpointing markets ) was to be 
able to get a maximum amount of ex- 
posure for the four different products. 

Thus the four 60-second commer- 
cials are rotated equall) . so that the 
" nian-in-command" paste wax spot 
comes up ever\' fourth time. Mogul 
radio tv head Les Dunier points out 
that the buys are concentrated mainly 



in late movies, locally in Jack /V/or, 
participating prime* time programs 
and a few afternoon women 1 '* shows. 
"Our schedules are designed to reach 
100'f of the tv audience 1 in each mar- 
ket."" he sa\s. 

rort\ stations are used in 36 mar- 
kets. Frequency : 12 to IS spots per 
week. Duration of initial campaign: 
15 weeks. 

As the campaign gains momentum, 
a magazine schedule will break in 
late April : full-page 4, iiian-in-eom- 
ma nd" color ads in Life and Look for 
the paste wax. The other three prod- 
ucts will he featured in Good House- 
keeping. Redbook, Parents, and True 
Story. 

There are other extensions of the 
>pot campaign paving the w a\ for 
Esquire's future plans for itself and 
the shoe polish market in general. 
Basically, there are 1 three 1 methods e>f 
expansion open to Esquire: 

• To obtain a larger share 1 of the 
existing market, or 

• To increase per capita consump- 
tion of shoe 1 polish, thereby giving 
Esejuire a proportionate share of the 
plus volume. 

• To introduce new* product?*. 

Esquire president Bottner ex- 
plainer 1 that the new campaign is 
tooleel to accomplish the first twe> ob- 
jectives*. "As part of the third." says 
Bottner. "we're 1 ne>t only taking the 

i /'lease turn to page Ti l 



NEW COPY THEME has prestige symbol more meaningful to top-marlcet areas. New "man-in- 
command" concept is combined with straight sell, as concluding frame of commercial shows 
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VARIETY of topping (or syrup) brands on sale, most of them in Parti-Day markets, is illustrated above. Half dozen or so brands competing with 
Parti-Day in Green Bay have gone up 25% in sales during tv test. Sifers, only other aerosol topping beside Parti-Day, has gone our of business 



Tv turns up unexpected market 



^ Sales potential for dessert toppings is at least 
50% higher than originally expected, Parti-Day finds 

^ Local tv test campaign pushes Green Bay figures 
far ahove other markets with no advertising at all 



w i tli the end of the Parti-Day tv 
test breathing hot on their necks, 
client and agency for the dessert top- 
ping are impatiently awaiting final 
answers. 

One thing is clear already. The sales 
potential for dessert toppings is con- 
siderably greater than was indicated 
In pre-test sales figures. For one 
thing. Parti-Da) did not take sales 
away from competitive brands. In- 
deed, the Parti-Day campaign ac- 
tually increased its competitors' sales 
25 r /r. On top of this. Parti-Da\ itself 
enjoys a sales level high above what 
it was able to show before the test 
began. 

On the basis of this, it would be 
safe to state that the dessert topping 
potential is at least 50 /< higher than 
originally indicated. 

One month remains before the end 
of the 26-week test, which involves 
the use of live da) time commercials 
to introduce a dessert topping with 
a four-flavor range in an aerosol 
container. The test and its marketing 
In -products have bpen reported in 



SPONSOR since it began in October. 

Shipments in the Green Bay test 
area are bumming at an average rate 
of over 1.000 cases every half month, 
about four times the rate before the 
campaign started o^er WBAY-TV. 
Latest figures for the first half of 
March show, however, the first dip 
below the 1.000-case shipment level 
since last year. A warehouse strike. 
Lent and bad weather were said t3 
have hezn responsible. 

A major step remains before the 
final answers are totaled. The second 
consumer survey to be taken during 
the test will be set in motion shortly. 
It is expected by the agenc . D*An;y's 
Chicago office, that some pertinent 
conclusions will be w r rung out of it, 
particular!) since the first study is 
available for benchmarks. 

One burning question the agency 
is seeking answers to is the extent to 
which children influence purchase of 
the product. The first study was in- 
conclusive on this score. It indicated 
that children were not a particularly 
potent factor in the purchase of 



Parti-Day. Robert J. Curry, account 
executive for the product, feels a 
more carefully honed questionnaire 
will indicate otherwise. 

The study will also dig out facts 
about percent of people using the 
product, how 7 it's used, what flavors 
are popular, etc. 

The first survey, made in Green 
Bay Cit) less than two months after 
the tv test started, showed (1 ) brand 
awareness at the 60% level and (2) 
that brand awareness was due pri- 
maril) to tv. It also show ed that 
among all toppings I or syrups as 
some people call them) Parti-Day 
was second only to Hershe) . wdiich 
has been around for )ears, in terms 
of ( 1 \ percent of people who had 
ever purchased a topping (2) percent 
with a topping now in the home and 
(3) brand popularity. 

Like the first, the second test will 
be reported in sponsor. Details will 
be published in a final wrapup story 
after the completion of the test. The 
stor) will also contain the agency's 
conclusions about the test and a 
critique by outside sources. 

While final answers are still more 
than a month off, client and agency 
thinking has jelled in some areas. 
At least one definite conclusion has 
been reached : the product requires 
demonstration; therefore, a full 60 
seconds is needed to tell the sales 
story. This is because, if not prop- 
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erly dispensed ( t lie eontainer niusl 
be up-ended ) £as escapes from the 
aerosol container before t lie topping 
is all used up. Currently, Parti-Da\ 
is not battling an\ aerosol topping 
directly. A competitive aerosol top- 
ping, Sifers. threw in the towel not 
too long ago. 

The agenc) is satisfied that tv can 
force distribution speedily. One 
month after the test started. Parti- 
Day had increased its distribution in 
chain and independent supermarkets 
(which account for oO/f of the groc- 
er) business in the area! from less 
than W/ ( to practieally 100^. This 
was not a unique coup. Parti-Day did 
just about as well in Boston with a 
combination of t\ and newspapers. 
But the Green Ba> filling-the-pipe- 
line performance is still considered 
impressive by the agency. Curry 
gives a lot of credit to the missionary- 
merchandising work of Parti-Da\ "s 
food broker, the Otto L. Kuehn Co. 

Parti-Day still does not have dis- 
tribution in "ma and pa"' stores in 
the Green Bay area. Powerful as t\ 
is. it is not powerful enough to over- 
come the fact that the only contact 
the small store has w ith the distribu- 
tion process in this section of the 
country is via the w holesaler s cata- 
logue. If the owner of a ma and pa 
store in the Green Bay area saw a 
wholesale grocer)* salesman, he would 
probably faint with surprise. Eventu- 
ally, it is expected that as the Parti- 
Day name seeps down, some small 
retailers will add it to their slock. 
However, the nia and pa stores are 
not an important battleground for 
Parti-Day. 

The agency and client are pleased 
w ith the work WBAY-TV personalis 
Russ Widoe has done for them in the 
live commercials. Curry says that 
Widoe has an attractive approach — 
somewhat similar to CBS' Captain 
Kangaroo. However, the agency does 
not subscribe to the notion that a 
live personality is. willy-nilly, the beit 
answer in all situations. It depends, 
says Curry, on who the personality is. 
And whether he's available. 

Though daytime tv has proven it- 
self for Parti- Dav . D'Arev is not 
wedded to before-dark in principle 
for the product. The fact is that, if 
the budget could stand it. prime avail- 
abilities would get more of a nod. 

ln-store demonstrations by dairv 
firms, which tied in Parti-Dav with 



ice cream, haw; been ;i major pro- 
motional fillip. The onset of Lent 
has probabl) been a factor in the de- 
cline in sales since the last half of 
J a nun ry. 

Marvin Bower. merchandising 
manager for the Kuclm Co.. also re- 
ported "'terrific storms" in the area 
during the latest semi-inonlhK sales 
period and noted that two major 
customers w ere sufTering from u 
warehouse strike. 

L nfortunatels , it w ill he diflieuit 
to measure w ith am aeeuraev the 
effect of Lent on Parti-Dav sales 
since the test w ill rover onh one post- 
Lenten, semi-monthl) period. 

Two minor sources of distribution 
for Parti-Dav have proved disap- 
pointing. One was drug stores and 
restaurants. The other dairv routes. 

Both are difficult markets to crack 
for a number of reasons. In the case 
of drug store> and restaurants, one 
problem is to get consumers to ask 
for a topping In name. This is ob- 
viously no easv chore. 

One dairy firm took SO eases of 
Parti-Day to be distributed In route 
salesmen but never re-ordered. The 



16-31 Oct. 580 

1-15 Nov 1.510 

16-30 Nov, 370 

1-15 Dec 1.090 

16-31 Dec. 350 

1-15 Jan 1.595 

16-31 Jan 1.865 

1-15 Feb. 1.380 

16-28 Feb. 1.2 15 

1-15 Mar. 580 



Total 10,505 

Average, 

gtonn-moiithly 1 .050 



barrier here w a> the i elat is elv *-low 
consumption of toppings, a problem 
faced bv anv brand. In addition, it 
must be kept in mind that the Green 
Hav area i*- no densclv populated 
urban center. No mallei w lial per- 
cent of the population in tin 1 area 
use loppings, the amount m>|<! on anv 
one da\ to customers on one route 
bound to be Miiall. 

On the plus side, two other fat ts 
can be reported. One i> that, despite 
the importance attached to proper 
dispensing of the product from the 
container, there rune been no prob- 
lems with return.-. The other i> that 
Parti-Dav faces no particular prob- 
lem in finding shelf space. It can be 
usuall) found over the ice cream cabi- 
net. Parti-Dav does not have to be 
refrigerated, a fortunate fact from the 
point of view of selling both the con- 
sumer and supermarket. 

There remains, of course, the ijnes- 
tion of what will hapen to Parti-Dav 
in Green Hav when advertising i- 
either w ithdraw n or cut dow n to a 
paving basis. As the chart below in- 
dicates, advertising particular^ tv 
advertising can work wonder*. ^ 
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HOW GREEN BAY COMPARES TO 
MARKETS WITH NO ADVERTISING 

Ca^rs of l*ai*ti-ll:i> -hipped -emi-monlhly io wholesaler* 
Period Crccn Bay Milwaukee Louisville Phocmx 
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2000 radio 
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S3. 

FACTS AT A GLANCE ON NEW 
Q.R.I. COMMERCIAL REPORTS 

What it is: A tv copy research service that will cover every J 
commercial on night net shows for solid week | 

When it starts: First field work scheduled week of 26 April 

How many markets: Interviews cover 10 major three-net cities 

Survey sample: For dual appeal products, about 100 men and 

100 women. For single appeal, about 150 g 

What it reports: Xumbers and percentages of vieivers, brand 

name recall; what points tv copy made best j 

What it costs: $30 to $55 per report depending on quantity g 

liiiiiiiiiiiiiw 

NEW RATINGS FOR COPY 

^ Admen, haunted by query: "What do they get 
out of our commercial ?" get "answering service" 



I n four weeks, field work will begin 
on the first report of a brand new tv 
copy research service by Qualitative 
Research, Inc., a Trcndex affiliate. 
The telephone survey will be conduct- 
ed in 10 three-network markets, will 
cover every commercial on nighttime 
net programs for a solid week, plus 
the commercials appearing the follow- 
ing w 7 eek on the shows that have 
alternate sponsors. 

Two major agencies, Y&R and 
Mc-E, have contracted for 100% de- 
livery of the service (they will know 
not only how their own commercials 
rate in audience viewing and recall — 
but also how every other commercial 
stacks up against theirs). 

Interviews, according to Q.R.I. 
President Jack Boyle, will gather re- 
call data, the commercial audience, 
brand name recall, a measure of the 
audience's like or dislike of the com- 
mercial, and verbatim report from 
each respondent of the specific points 
and contents brought out by the com- 
mercial copy. 

The interest of these two major 
agencies in complete reports demon- 
strates, to some degree, the growing 



trend to '"look backward" at aired 
commercials. In the case of Y&R and 
Mc-E, both plan an extensive con- 
tinuing analysis of the data as a part 
of their tv commercial research. 

Reports for 1959 will cover April, 
May, October and November; next 
year, there'll be eight. These reports 
will be available by commercials 
rather than by programs, will include 
description of the video and tran- 
scription of audio. Prices start at 
$55, scale down to $30 depending on 
quantity ordered. The markets cov- 
ered: New York, Chicago, Philadel- 
phia, Boston, Detroit, Cleveland, 
Baltimore, St. Louis, Washington and 
Cincinnati. Sample will be about 
100 men and 100 women who saw the 
commercial if the product has dual 
sex interest; in the case of single sex 
interest, the sample will be about 150 
of that sex. 

What the adman will find out about 
his own or competing commercials is 
such information as: number and per- 
cent who recall seeing the commer- 
cial, number and percent who identi- 
fied brand name, verbatim reports on 
viewer reactions to ad. ^ 



^ Philadelphia hardware 
wholesaler gets higher sales 
power at lower cost for hard- 
to - sell, hard - to -grasp items 




hat Erwin Wasey, Ruthrauff & 



Ryan describes as the "biggest radio 
spot contract ever signed in the 
Philadelphia area" has just been 
nailed down in that market. Behind 
the $55,000, two-year deal handled by 
the agency for Tryon Hardware is 
some tested strategy any manufactur- 
er, wholesaler or dealer (especially 
with hard-to-sell items on his hands) 
ought to know about. 

To solve an extremely complex 
problem of moving a large variety of 
hard-to-understand (hence hard-to- 
sell) products quickly to increase 
dealer franchises, Tryon turned to 
spot radio three years ago. The 
wholesaler found it could do the job 
at lower cost and with more efficiency 
in this medium than in tv or print. 

Through trial and error, Tryon and 
EWR&R have assembled a veritable 
tool kit of facts about how to get re- 
sults with the marketing problems in- 
volved here: 

• Sixty-second copy is almost al- 
ways needed to get the function of 
the product across, as well as stimu- 
lating a desire for it. 

• Properly pinpointed copy and 
time slots will reach a susceptible 
audience that might never have 
thought about the product, or knew 
it existed. 

• • Price of the item is not a fac- 
tor, so long as a desire is created. 

• A successful promotion for one 
item will hypo sales of other items 
in the same line. 

• Each radio promotion requires 
a month's preparation at dealer level 
to insure sufficient in-store promotion 
and back-up stock. 

• Suppliers save roughly 20% in 
costs by hooking up with a whole- 
saler with a long-term station con- 
tract at its disposal. 

• Cost to Tryon is cut roughly in 
half — as the budget is co-oped on a 
roughly 50-50 split with each sup- 
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spots per year for off-beat items 



plier contracting with the wholesaler. 

Try on has increased its radio ac- 
tivity from last \ ear's 1.100 spots to 
roughh 4.000 in the two-rear period 
ahead. While spots are floated be- 
tween 6 a.m. and 11 p.m.. products 
are geared to limes best suited to the 
audience in mind. 

The wholesaler is general!} push- 
ing three to four products a week 
with its 10-spol schedule, so it must 
keep several balls in the air at once. 
Here are some of the tough-to-sell 
items Try on moves via radio and the 
slraleg) involved : 



Power mowers. Law n-Bu\ pow er 
mowers is the item that started Tnon 
on its radio course in 1953 and its 
new campaign contracts for 600 
spots. The renewed campaign calls 
for w eek-Inng promotions, in some 
cases using all of Tryon's 10 weekly 
spots. The theon here: that a pow- 
er motor is a cosily item the whole 
family has an interest in. Pie-selling 
the man who will have to push it is 
as important as encouraging his wife 
to nag him a hit to hu\ one. I In 
contrast. Rigid Ironing Hoards had 
hut one audience, requiring limited 



placements when ironing boards ueie 
up. t 

Law n-1 >oy has not onl\ enjo \ ed 
sales increases in Philadelphia o\ «t 
the three-) car period, but impor- 
tantly have been able to hold the 
price line in this area, a problem that 
has become particular I \ acute else- 
where for the manufacturer. 

Tnon disco\ered from the Lawn- 
Bo\ promotion that one product 
pushed on radio will increase sale of 
others in the sarin 1 line. It has pro\ ed 
this relationship to dealers with 
( Plea.se turn to page 72 I 




MOVING OFF-BEAT ITEMS via radio is backbone of marketing strategy used by Edward K. Tryon Co., hardware, novelty wholesaler. Some of 
the hard-to-sell items are reviewed by (I to r) W. Blaltely Chandlee, v.p. gen. mgr., Edward C. Laird, hardware manager, David Rolston, sales mgr. 
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SUMMER RADIO 

{Continued from page 34 I 

plane. Beer and soft drinks, air con- 
ditioner? and fans, sun tan lotions 
and gasoline arc usual!) well repre- 
sented among summer clients and 
will likely appear on the air waves 
thi> coming summer, too. 

Though radio has become a medi- 
um of short-term flights, there are a 
number of 52-vvcck clients which con- 
tributed to the summer spot billings 
total. Tobacco accounts are among 
the reliable ones. American Tobacco 
and K. J. Reynolds know no season 
in cigarette advertising. The) take 
advantage of radio's economy and 
reminder values but don't overlook 
the straight sell. Ford ears are 
plugged the year round in major 
markets. Network has its regulars, 
too. Mutual, for example, carries 
messages from Sterling Drug and 
Hudson vitamins 12 months a \ear. 

Station merchandising and promo- 
tion approaches during the summer 
will not. of themselves, lure clients 
into summer radio, but they offer 
convenient springboards for a more 



powerful and effect i\c sell. Methods 
used run the gamut in variety and 
ingenuity. Some, obviously, are more 
effective than others and some ex- 
perience is required in knowing which 
approaches will pay off. A substan- 
tial part of summer promotions arc 
used as audience promotion devices 
by the station. 

Sonic promotions arc tailored to fit 
particular advertising problems. For 
example, last year WSB. Atlanta, 
fixed up a station wagon, which it 
called the Picnic Patrol, to visit peo- 
ple at picnics, parks and even in their 
back ) ai ds. The wagon gave out 
samples of products advertised on the 
station, a particularly useful gim- 
mick to the many new products being 
continually introduced. 

The Westinghouse stations arc con- 
sistently active in special summer 
promotions and programing to keep 
audience interest alive. WOWO. 
Fort Wayne, like man) stations, re- 
vamps its weekend programing to 
appeal particularly to auto listeners 
and especially those visiting the area 
on vacation. Last year WOWO put 
on regularly a program called Wing 



Ding from Frida) afternoon until 
Sunda\ night. KYW, Cleveland, is 
planning "KYW Days' at amusement 
parks, racetracks and beaches. A 
common sales device, used by KEX. 
Portland. Ore., last )ear, was a spe- 
cial package of weather and news, 
sponsored b) a national finance corn- 
pan)' and a soft drink advertiser. 

The networks are also active in 
summer promotions. ABC will an- 
nounce in about a week the summer 
version of its "4-most" marketing 
plan (one for each season of the 
year). The on-the-air promotion will 
build on four varieties of products 
and will have a theme for each 
variety. The four are (1) ready-to- 
eat, casy-to-prepare foods, such as 
canned meats, canned fish, fruit 
juices, (2) products used on short 
vacation trips, such as gasoline, oil, 
tires, soft drinks, beer, cameras, film, 
(3) appliances sueh as air condi- 
tioners and freezers and (4) per- 
sonal care items such as sun tan lo- 
tion, first-aid materials. Hal Cranton, 
director of sales development and 
research for the network, estimates 
that during 13 weeks the campaign 




Selling the Buffalo -Niagara Falls market 




will run. the supporting announce- 
ments make over K>() million listener 
impressions. \et\\ ork persomi lilies 
will be used as well as slnfT announ- 
cers lo deliver I he announcements. 

\Tith Mutual, like ABC. selling 
news primarily . there isn't much 
room for programing changes. How- 
ever. Mul ual has a ke\ programing 
lever in its Game of the Day. majoi 
league baseball aired seven da\s a 
week. The Saturday game is offered 
for national sale, ihe others are co- 
op. This year, for the third straight 
season. Quaker Oil will sponsor the 
Saturday game. Quaker Oil's broad- 
casts are not heard in major league 
cities, specifically within an aren 
covering a 75-mile radius from the 
ball park. However, to gel national 
coverage, the clieni sponsors, in ad- 
dition, six weekend five-minute shows 
with Frankie Frisch. 

Local sponsorship of Game of the 
Day. which is carried by 360 of the 
web ? s 453 stations, embraces a broad 
spectrum of retailers. The show is 
on from 4 April to 27 September. 

\BC Radio will go into the sum- 
mer with some major revamping. 



Some will be for summer onl\. but 
most w ill be permanent. 

The summer eliangeo\ er imohes 
the substitution of Monitor for 

\ ightline during weekday nights, ap- 
parently an attempt to boost \ IJC * 
auto audience — a prime target of tin 1 
weekend Monitor. The change will 
be effective with Daylight Sa\ ing 

Time. 

The other program remodeling 
was more basic. It involved tin* (bop- 
ping of the network's entire block of 
drama in the afternoon. Sinee the 
block includes a number of long- 
running serials, the changeover repre- 
sents the end of an era. ^hows 
dropped include Don Ameche's Real 
Life Stories. Five Star Matinee, One 
Man 's Fain /7y, The A ffairs of Dr. 
Gentry, Woman in My House and 
Pepper Youngs Family. All but the 
first two are serials. Henceforth. CBS 
will remain the only radio network 
with daytime serials, once the staple 
of daytime network radio. 

Replacing the six programs, which 
run in the 2-4 p.m. period will be 
a musical variety show titled, appro- 
priate!}. It's Network Time. 



Also being replaced is Bandstand. 
Instead, the network will program a 
self-rontaining drama similar in 
st\lo to the preceding M\ 'True Story. 
Matthew J. CnlligMn. the wel>\ chief, 
told affiliate** that research allows 
\ o nugor ho n sew ives find the hours 
between 10 a. in. and Noon (when 
the two dramas are being programed I 
ideal for listening lo that kind of fare. 
I For more details on the NRC Radio 
changeover, see \\ rap-l p in this 
issue. I 

CHS Radio i> mapping some spe- 
cial shows for the summer, including 
a number of sports e\ents. Kxccpt 
for sports, network radio has ne\ er 
made an) major changes in program- 
ing just for the slimmer, a tradition 
that network tv carries on. 

Radio will be listened to this sum- 
mer on possibly lo0.000.000 sets, a 
SPONSOR estimate based on a pro- 
jection of RAH figures from last sum- 
mer. M o re p ree i se fi g n r es will be 
forthcoming in a month or two from 
a Census Bureau sur\e\ taken in 
i\o\ ember 195IJ and sponsored by 
BAR. ^ 



REPEAT ORDERS in the nation's 14th market, as anywhere else, are the best evidence of television's 
selling ability. WGR-TV, NBC in Buffalo, is proud that 25 national and 21 local advertisers, who have used 
the station continuously since it started in 1954, have renewed for 52 weeks of 1959. 

These, and newer advertisers, will get even better sales results in 1959, as WGR-TV continues to provide 
better service for more viewers in the mighty and prosperous market known as the Niagara Frontier. 

Two recent developments that emphasize WGR-TV's continuing leadership in Buffalo are the installation 
of the first videotape equipment in the area and the purchase of a new tower— 300 feet taller— 
to further extend its coverage in Western New York. 

For best results from America's most powerful selling medium, be sure to call Peters, Griffin, Woodward 
about availabilities in Buffalo. 

NBC • CHANNEL 2 • BUFFALO 
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With summer campaigns being readied, SPONSOR ASKS: 



How are advertisers 



appraising summer air 




As campaign planning for the 
third quarter goes into high gear, 
station men report national spot 
advertisers' summer strategy 

Ceorge Henderson, exec vice pres., 

If SOC Broadcasting Co., Inc„ Charlotte, 
A'. C. 

Most of the research organizations 
seem to agree that television summers 
are getting better every year. Here at 
WSOC-TV we have certainlv found 



Tv summers 
are getting 
better 
every year 



this to be true, and, we are look- 
ing forward to even bigger and better 
things during the summer of '59. 

Our own sales records show that 
local advertisers have been much 
more active in summer television than 
national sponsors, but I'm convinced 
that this year and each subsequent 
year will see more and more national 
accounts "get into the swim." 

And. why not? A recent Curtis 
Publishing Co. surve) reveals that the 
American tv audience does not just 
pack up and disappear into remote 
vacationland in the summer. In fact, 
this old belief has now been thorough- 
ly debunked. Only four out of 10 
families take their vacation in the 
summer, and, during a typical week, 
the percentage of people who are 
"away" is negligible. Not only are 
these same people available during 
the summer, but the) are also buying 
and using more of many products 
than during any other season. So 
much so 9 in fact, that a majority of 
consumer products reach their peak 
or next-to-peak months in summer. 

The Department of Commerce 
comes up with some additional infor- 
mation to emphasize the above. Thev 



report that retail sales in the summer 
quarter are substantially higher than 
the average for the other three quar- 
ters in such categories as household 
appliances, automotive, hardware. 
grocer\ and drug store products. 

During the summer of 1958. more 
home-hours were spent watching tele- 
vision than e\er before, also, more 
advertisers spent more millions of 
dollars on tv than in any previous 
) ear. Most important of all, more mil- 
lions of dollars of merchandise were 
moved by television. 

Knowing this to be true, it is per- 
fectly obvious that those sponsors 
who take a "vacation" from adver- 
tising during the summer months are 
very likely to return in the fall to 
find that man) of their customers 
have been wooed awa) by smart com- 
petitors who have maintained their 
tv advertising without interruption 
through the summer months. Four 
of the top 10 tv advertisers not only 
stayed with summer tv in 1958. but 
actually spent more than in either the 
first or second quarters. 

Finally, the added discounts earned 
by 52-week advertisers result in a 
much more efficient and economical 
tv advertising program throughout 
the )ear. 

Robert 0. Paxson, station manager, 
KET}', Omaha, Nebraska 

Summer, 1959 promises excellent 
sales for television stations and tele- 
vision advertisers if they continue to 
sell. Unfortunately advertisers in the 
past felt a hiatus was necessary to 
spread budgets. This action produced 
a side effect for television sales per- 
sonnel — network, national spot and 
local — in that these personnel pre- 
sumably took a "hiatus" in their 
selling effort. Now both advertisers 
and salesmen realize this has been a 
penny-wise move since the consumer 
will take a vacation from buying only 
if he is not sold. 

Present activity for summer reveals 



the sound judgment of advertisers' 
plans to keep sales momentum 
through the )ear. With competition 
at all levels and in all industries be- 
coming more severe, the advertiser 
has realized it is not worth the risk 
of losing a substantial share of a 
market for 13 weeks. It could and 
frequentl) does cost him much more 
to recapture that share (if he ever 
does > after the damage is done. 

This is evident nationally, both in 
network and spot, and the local trend 
is keeping pace. Certainly, many 
local advertisers have been like the 
bumblebee who wasn't supposed to 
fly — they didn't know they weren't 
supposed to make sales in the summer 
so the) just went ahead and sold. 

There are statistics galore to show 
that retail sales are higher in August 
than an\ month except December, 
that more durable goods are sold in 
July than December, that August is 
the year's best month for food sales — 
yes, and they will go even higher if 
tv spot billings keep the same ratio 
to sales in the third quarter as they 
do in other quarters. 



Summer 1959 
should be 
the best yet 



If each of us sells as hard, as 
creativel) and as effectively in June, 
July and August as we do the other 
month of the year then summer 1959 
should set all time sales records in 
our industry. 

Perry B. BasCOm, national radio sales 
manager, ff'estinghouse Broadcasting Co. t 
Inc., New York 

On the six radio stations of the 
Westinghouse Broadcasting Co., Inc., 
May, June, July and August were the 
biggest sales months of 1958. with 
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media? 



the exception of October and Novem- 
ber, and were u eil ahead of the 
same months in 195?* 

Most advertisers ^ re recognizing 
the reach and potetey of summer 
radio. While summer doesn't offici- 
ally begin until June, the beginning 
of Daylight Saving Time in late April 
is the rea! start of summer listening 
patterns. With warmer weather and 
longer days, the family living moves 
outdoors. There are more picnics and 



W e expect 
stronger swing 
than ever 
to radio 



backyard barbecues, and a parallel 
growth in portable radio listening. 
,Vlore mileage is put on the family 
automobile, and more time is devoted 
to the car radio. 

Historically. local advertisers have 
made greater use of the reach and 
potential of radio during the outdoor 
season, in all time periods — daytime, 
nighttime and weekend. Last year, 
we found that each of the Westing- 
house radio stations showed a greater 
number of national spot advertisers 
and a greater volume during these 
months than in the summer before. 

Typical summer advertisers are au- 
tomotive accounts, beverages, drive- 
in restaurants, and theaters, ice 
creams, suntan lotions, and other 
products whose greatest sales oppor- 
tunities come during the summer. 

The mobile summer audience is 
attentive, thanks to radio's where-to- 
go-and- what- to-do tips, weather in- 
formation, traffic reports and other 
community informational services. 

Yes, advertisers swung; strongly 
to summer radio in 1956, and we 
expect an even stronger swing in 
1959. There is no summer slump in ] 
radio, either in sales or in listening. | 
In fact, the opposite is true. ^ 




WCSH-TV 6 



NBC Affiliate 



Portland, Maine 




OUR PROGRAMMING BECKONS 
MORE VIEWERS 




SO YOU GET MORE POINTS 



For five straight years every survey taken in our 
service area (including the latest ARB) has shown that 
the programming of Channel 6 attracts more viewers. And 
these viewers arc buyers with 1J4 billion dollars to spend. 
Together they account for 2/3 of Maine's retail sales 
and 1/4 of New Hampshire's. 

Get your share — sec your Weed TV man about 
the station that serves them best — WCSH-TV. 



A MAINE WCSH-TV-(6), Portland 
WLBZ-TV-(2), Bangor 

BROADCASTING SYSTEM wcsH-Radio, Poniand 

A VIStll WLBZ-Radio, Bangor 
STATION WRDO-Radio, Augusta 

A matching schedule on Ch. 2 in Bangor saves an extra 5%. 
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RADIO BASICS/APRIL 



Facts & figures about radio today 

1. CURRENT RADIO DIMENSIONS 



Radio homes index 



Radio station index 



1959 1958 



49.5 
radio 
homes 





48.7 
radio 
homes 



51.4 



50.6 



U.S. homes U.S. homes 

Source: A. C. Nielsen estimate, 1 Mar. each 
year, homes figures in millions. 



Radio set index 



Set 

location 



Home 
Auto 
Public 
place* 

Total 



1958 



1957 



95,400,000 90,000,000 

37,200,000 35,000,000 

10,000.000* 10,000,000 

142,600,000 135,000,000 



Source: RATI. 1 July 1958. I July 1957, 
sets in working order. *Xo new information. 





End of February 


1959 






Stations 


CPs not 


New station 


New station* 




on air 


on air 


requests 


bids in hearing 


Am 


1 3,339 


119 




122 


Fm 


1 591 


134 


I z 


26 




End of February 


1958 




Am 


j 3,222 


85 


1 406 


115 


Fm 


1 540 


64 


1 42 


11 


Kouicc: F(V 


monthly reports, commercial stations. 


•January each year. 




Radio set sales 


index 










12 Months 


12 Months 


Type 


Jan. 1959 


|an. 1958 


1958 


1957 


Home 


700,490 


534,640 


8,631,344 


9,721,285 


Auto 


420,052 


349,679 


3,715,362 


5,495,774 


Total 


1,120,542 


884,319 


12,346,706 


15,217,059 


Source: Electronic Industries Assn. 


(formerly RETMA). Home figures 


are retail sales, 


auto figures are factory production. 









2. SET SALES TRENDS 



RADIO SET SALES BY TYPE, 1947-58 



YEAR 



HOME 



CLOCK 



PORTABLE 



AUTO 



TOTAL 



1947 
1948 
1919 
1950 
1951 
1952 
1953 
1954 
1955 
1956 
1957 
1958 



14.972.000 
10.325,000 
5.127.000 
7.818.000 
5.358.000 
4.391.000 
3.309.000 
2.701.000 
2.659.000 
3.007.000 
3.193.000 
2.669.000 



727.000 
1.666.000 
1.714.000 
1.897.000 
2.035.000 
2.223.000 
2.439.000 
2.205.000 



2.388.000 
2.585.000 
1,799.000 
1.593.000 
1.200,000 
1.528,000 
1.503,000 
1.419.000 
1.879,000 
2.6^3.000 
3.205.000 
3,115.000 



3,459,000 
4.240,000 
3,596,000 
4,740,000 
4.543.000 
3.243.000 
5.183.000 
4.124.000 
6,861,000 
5.057.000 
5.496.000 
3.715.000 



20,819,000 
17,150,000 
1 0,522,000 
14,151,000 
11,828,000 
10,831,000 
11,709,000 
10,170,000 
13,437,000 
12,970,000 
14,333,000 
1 1 ,704,000 



^■mrce: KIA. Auto figures are factory production, 
*alcs index" above includes combinations. 



all others are retail sales. Total does not include radio- phonograph combinations. Totals in "Radio set 



Hi 1111 'I \: 



ilNIIMIII 1! II II 1 1 lift llll 111! 
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— to the master silversmith each new 
assignment presents an exciting 
challenge .... to better his best! It 
is basic where "quality" is paramount. 
This very same exciting challenge is 
also what sets apart great radio and 
television stations . . . maintaining, 
always improving that "quality touch"! 




radio & television 



BROADCAST SERVICES OF THE DALLAS MORNING NEWS ■ EDWARD PETRY <t COMPANY, NATIONAL REPRESENTATIVES 
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TWi with flffuk... 



There's 



WJXT 



in Jacksonville, where breaking 



sales records is par for the course. NCS #3 revealed the handicap 

of the competing station in covering only 28 vs. WJXT's 
66 counties in the booming Northeast Florida-South Georgia 
regional business center. And every ARB dramatizes the 
one-sided picture by showing that even where the stations are on a 

% 

par, inside Jacksonville itself, WJXT scores rating leads H 



generally between 70% and 90%! With an edge of 110,000 TV sete > 
and a 1H times greater weekly audience, there are more 

reasons than ever why there's so much more to %H^J 1 



WJXT® 

JACKSONVILLE, FLORIDA 

An affiliate of the CBS Television Network 
Represented by CBS Television Spot Sales 



Operated by The Washington Post Broadcast Division: 

VJXT ChanttPl 4. JrtAhmnvilb. Florida WTOP Radio Washington. D. C. WTOP-TV 




STATION IN 
NEW ENGLAND 
WITH A MUSIC AND 
NEWS FORMAT 

Instituted 1939 

20 years of proven programming 



. . . . OTHER RADIO FORMATS 
COME AND GO BUT 

WORL 

GOES ON AND ON 
with a proven format adult New Eng- 
enders believe in, approve of! 

WHAT BETTER BUY 
FOR YOUR CLIENTS 
THAN 



WORL 

BOSTON 

5000 watts - INDEPENDENT 
Represented nationally by 
HEADLEY-REED CO. 




BILL WATSON 



Popular air salesman 




Another Reason 

KXOA 

. NO. 1'. 

DYNAMIC 

SACRAMENTO 

<Pulse Oct. *58 (Latest Metro) 

Rep: McGavren-Quinn 
VP-Mgr: Howard Haman 




National and regional buys 
in work now or recently completed 

SPOT BUYS 



TV BUYS 

Gulf Oil Corp., Pittsburgh, is planning its spring campaign in top 
markets for its Gulf gasolines and oil. The schedules start in early 
April for five to six weeks, with a possible extension of 13 weeks. 
Chainhreaks. minute and 20-second announcements are being used; 
frequencies depend upon the market. The buyer is Frank Grady; the 
agenc) is Young & Rubicam. Inc.. New York. 

The Procter & Gamble Co., Cincinnati, is purchasing schedules in 
scattered markets for its Cheer detergent. The schedules start in 
April on a 52-week basis. Minutes during nighttime periods are being 
placed ; frequencies vary from market to market. The buyer is 
Marcia Roberts; the agency is Young & Rubicam. Inc.. New York. 

The Procter & Gamble Co., Cincinnati, is also entering various 
markets with schedules for its Comet cleanser. The schedules start 
this month, run for the P&G contract year. Minute and 20-second 
announcements are being slotted; frequencies vary from market to 
market. The buyer is Bill Birkbeck; the agency is Compton Adver- 
tising, Inc., New 7 York. 

Greyhound Corp., Chicago, is buying new schedules in various 
markets throughout the country to promote tourist travel on its lines. 
The schedules start in April, most of them for 13 weeks. Twenty- 
second announcements during prime nighttime segments are being 
lined up; frequencies depend upon the market. The buyer is Joan 
Rutman; the agency is Grey Advertising Agency. New York. 

RADIO BUYS 

P. Lorillard Co., New York, is going into major markets for its 
Newport cigarettes. The campaign starts in April for a 13-week run. 
Minutes during daytime segments are being placed; frequencies 
depend upon the market. The buyer is Bob Kelly; the agency is 
Lennen & Newell. Inc., New York. 

General Foods Corp., Jell -0 Division, is kicking off a short satura- 
tion schedule in top markets throughout the country for its Jell-0 
Pudding. Twenty-second live announcements during daytime slots 
are being used, with frequencies varying from market to market. 
The buyer is Polly Langbort; the agency is Young & Rubicam. Inc., 
New York. 

Eskimo Pie Corp., Subsidiary of Reynolds Metals Co.. Richmond, 
Va., is preparing a spring campaign in about 10 markets for its 
Eskimo Pie Six-Pack ice cream. The four- week schedules start 
9 April. Announcements of all lengths during daytime periods are 
being lined up; frequencies depend upon the market. The buyer is 
Frank Martin; the agency is Cunningham & Walsh, Inc., New York. 
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Capsule case histories of successful 
local and regional television campaigns 



^ TV REJ 



SAVINGS BANK 

SPONSOR: National Bank of Commerce U,LM \ : Dkeci 

Capsule case history: The National Hank of Commerce of 
Memphis, Tennessee, held a special drive to get across the 
savings idea (o children. According!), thev set up a plan 
whereupon children appearing a( the hank in company with 
their fathers could purchase a "Satellite Savings Bank ' at a 
special price. To publicize their plan, the bank purchased a 
schedule on WrIBQ-TV. In a letter to the station, bank vice 
president Willard W. Scott stated: "The way \ou have sold 
Satellite Savings Banks for National Bank of Commerce is 
little short of phenomenal!" He went on to say that so many 
"daddies 1 ' came flocking in to buy their children one that 
the bank was forced to increase its original order by 50',. 
"We can never thank you adequately for making our cam- 
paign such a great success, " he concluded. Other hanks, for- 
merly only print advertisers, have begun to use tv and 
report that their campaigns, too. are meeting with success. 

WHBQ-TV, Memphis Announcements 



AUTOMOBILES 

SPONSOR: Mell \. Coorli, Inc. \CK\r\: Dim i 

Capsule case history: Mell \. Conch. Inc.. a Pontiae 
Dealer of Ctica, Xew York. i> a substantially heavy adver- 
tiser on both television and newspaper*. Couch currently 
sponsors Spovt Lite n a five-minute sports roundup aero-s-the- 
hoard on WKTV. the only t\ station serving the (."tica-Rome 
market. On a recent Friday night broadcast. Jackie \dam>. 
the program's commercial announcer, held up to the camera 
a proof of a half-page advertisement scheduled to run in 
Saturday's Vtiea Ohserver-Dispatch. The ad featured two 
Pontiae four-door hardtops. full) equipped, for a special 
price, which the agency had ju>t received. Before the news- 
paper hit the stands early Saturday afternoon, both auto- 
mobiles had been sold! "'We've alwa\s been firm believer*, in 
the power of advertising- especiall) television advertising- 
hut this incident really caused our eves to open to the me- 
dium's impact.'' a spokesman for the Pontine agency Mated. 

WKTV, I tiea-Kome Program 



NEW HOMES 

SPONSOR: Creative Homes Corp. AGENCY: Din-ei 

Capsule case history: The Creative Homes Corp.. a large 
builder in Raleigh. \. C. believes that prospective buyers for 
new homes cannot be *'sold" in the ordinary sense of the 
term as would the buyer of a food product. The corporation 
believes that their prospects must first be educated to accept 
a new way of life: living in a home as differentiated from 
living in a rented apartment. Creative also believed that, if 
they were to change people s basic attitudes and outlook, they 
must use the mo>t powerful medium available, and purchased 
a schedule on WRAL-TV, Raleigh. ''To promote the advan- 
tages of home-living we have used every medium available, 
and from our very successful results we have come to the 
conclusion that, out of a direct mail campaign, newspaper 
advertising, ratlio. and television — the greatest effects were 
felt from our television advertising." stated Frank P. 
Beacham, Jr., manager of the Creative Homes organization. 

WRAL-TV, Raleigh Announcement 



WALLPAPER 

SPONSOR: Carolina Wallpaper & Painl Co. \Cfcl\CY; Direr! 

Capsule case history: Tin 1 Carolina Wallpaper \ Paint 
Co.. a distributors' and manufacturers agent of Charlotte. 
V C. purchased a schedule of 00->eeoud announcement- at 
6: 10 p.m. Wednesday nights. '*The announcements have re- 
sulted in a 30' f < increase 1 in business over the pa-t few 
months, with an even higher percentage of increase during 
the month of December." wrote Daniel \. \ ogel. owner of 
the wallpaper company. "It i>n't often that v ou can put your 
finger on the reason for advertising result-, but in our ease 
it's clearly television." The only other atlv ertishm the com- 
pany did was a few Sunday radio spots. \ ogel went on to 
sav that another proof of the power of tv can be -ecu in the 
store traffic increase that occurs after carpets and draperie- 
are shown on the \VS0C-T\ -pot-. "I feel that the adver- 
tising on WSOC-TV was responsible for mv eompanv'- out- 
standing grow th w ithin a short period. he concluded. 
WSOC-TV. Chariot le Vtntotiiieenienl* 
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summer radio goes where 



goes 



Vacation may mean getting awa; 
from home. ..but Radio goes along 

You're traveling "right" with SPO' 
RADIO in your summer media plans. 

Reach people-wherever they are 
at home or on vacation -with SPO" 
RADIO. 



SPONSORED BY MEMBER FIRMS OF 




Avery-Knodel Inc. — John Blair & Company — Broadcast Time Sale- 
Thomas F. Clark Co. Inc. — Harry F. Cummings — Robert L Eastman & Co Inc 
H-R Representatives Inc. — The Katz Agency Inc. — McGavren-Quinn Compan; 
The Meeker Company Inc. — Art Moore Associates Inc. — Richard O'Connell Inc 
Peters, Griffin, Woodward, Inc. — William J. Reilly, Inc 
Radio-TV Representatives Inc. — Weed Radio Corporation — Adam Young Inc 



Announcing... 



AMERICAN RESEARCH BUREAU'S 

1959 TELEVISION 
COVERAGE STUDY 

Unequalled research standards ♦ . . oui dates 
any existing coverage studies ♦ . ♦ presents 
latest data on station coverage and 
circulation for more than one hundred 
key television markets . ♦ . 

ARB's new 1959 "A-to-Z" television coverage study — just being released — sur- 
veys selected markets where current information is needed due to recent develop- 
ments affecting: 

• power or tower 

• network affiliation 

• number of station> 

• community antenna installations 
and the like. 

This Fifth Annual "Abilene-to-Zanesville" study shows TV and UHF saturation for 
each market. And, for each station: • percent of homes able to receive • weekly 
circulation • average daytime and nighttime circulation. 

Only ARB offers new data secured from full sample of respondent families by tele- 
phone interview. These techniques are in keeping with ARB's high research stand- 
ards, unequalled throughout the industry. 

For descriptive folder and list of areas >urveyed, contact your nearest ARB repre- 
sentative. 




WASHINGTON • 4320 Ammendale Road, Beltsville, Mrf. WEbster 5-2600 

NEW YORK • 400 Park Avenue, New York 22, N. V. PLaia 1-5577 

CHICAGO • 2/05 Tribune Tower, Chicago 11, III. SUperior 7-3388 

LOS ANGELES • 6223 Selma Avenue, Hollywood, CaM. HOIIywood 9-1683 



What's happening in U. S. Government 
tiiat affects sponsors, agencies, stations 
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WASHINGTON WEEK 



The threatened stormy sessions on pay tv completely evaporated this week as 
the FCC negotiated peace with Rep. Oren Harris hy ordering the first trial-rim of 
pay-tv in the immediate future. 

It was a compromise in which Harris, arch Congressional opponent of pay-as-you-see, 
won almost every point. It was also a somewhat startling demonstration of how a single Con- 
gressman can wield power. 

The pay-tv test will he limited, as Harris ordered, to one market per system 
and only one system per market. No more than a single station in any market can tele- 
cast pay-tv at the same time. In addition, the FCC gave a pretty clear indication that it 
would not approve any pay-tv test in which the public would be required to buy a coin-box 
or other gadget. 

The demonstration of power came in the fact that as soon as Harris gave his approval 
to the test, which followed fairly well the lines of a bill he introduced, the FCC said it 
would consider applications immediately. 

Given as the reason for ditching the former date for consideration of applications — 30 
days after the end of this session of Congress — was that it appeard to be "consonant with 
current Congressional consideration of the subject." 



On other Congressional fronts, there has been no move in the House to replace 
the killed Blatnik government operations subcommittee. 

So broadcasting and advertisers have this threat of probes of commercials apparently 
removed. 

The Senate Commerce Committee has made no move to get back into its own varied 
probes, with the allocations matter now the hottest subject before that committee. 
The TASO report now in, negotiations with the military for additional VHF channels now 
begun, the air is clearing on this subject and positions will be easier to take. 



The House Small Business Committee will get into the option time act. 

A subcommittee under the chairmanship of Rep. Charles II. Brown (D., Mo.) will probe 
what time periods are reserved for large national advertisers on tv, and what are open to 
regional and small local advertisers. 

Also: whether there is an unfair advantage created by this situation in favor of 
big business. And, whether laws and government regulations are assuring small advertisers 
a fair chance to advertise on tv. 



Judge Victor R. Hansen, head of the Justice Departments antitrust division, 
and originator of innumerable antitrust actions in the tv field, plans retirement. 

Nobody in tv breathes a sigh of relief. Hansen praised his assistant. Robert A. Bicks, 
as a possible successor. Bicks has actually been responsible for most of the tv work of the 
antitrust division, with Hansen merely taking credit and blame as division head. 
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Marketing tools, trends, news, 
in syndication and commercials 
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FILM-SCOPE 



Syndication got another healthy portion of national money last week with 
Nestle's order (via MeCanii-Erieksoii) for 53 extra markets on its line-up with CBS 
Films' Roy Rogers series. 

Nestle's started its syndication last fall with 35 markets. Good results have boosted the 
list to 88 cities, equal in coverage to some network line-ups. 

Significant is that the buy involves only re- runs, which appears to make little difference 
in children's programs since there's virtually an entirely new generation of young 
viewers every season or two. 



Kellogg's is expected to take the lead as the largest spender in national spot 
syndication by the fall of 1959. 

Their present line-up of 190 markets with Screen Gems' Huckleberry Hound on a na- 
tional spot basis will provide the basic formula for doubled spending in the area next season. 

Kellogg's has renewed Huckleberry Hound for a second year with 26 new episodes to be 
produced, and has also ordered through Leo Burnett a second cartoon show from Screen Gems 
to be created and produced by the fall. 

So far Huckleberry Hound is the only cartoon series to have been fully created and pro- 
duced expressly for tv. 



You ean expect 20 or more film series now on the networks to go into syndica- 
tion when they end their runs at the close of the season. 

A check of the three networks makes it likely that NBC will make nine shows available, 
with ABC and CBS contributing six each. 

Note this: Nine — almost half — of these candidates for re-run are comedies, with westerns 
accounting for seven more. 

But this bonanza in off-network programing won't likely do inueh to lower film 
prices. 

An actor ean make as much as $250,000 every year he stars in a syndicated se- 
ries — if he owns a piece of the show. 

Earnings to date for Richard Carlson, for example, have reached $800,000 for his three 
years in Ziv's I Led Three Lives as his share of original plus re-runs sales. 

On the same subject of actor earnings, note that residual payments have now hit a rate of 
$3.5 million a year, according to SAG, pointing up the growing role of reruns. 



It looks like the horror movie fad is finally waning in some markets after a few 
seasons of ratings success. 

In New York City, for example, WABC-TV's Shock Theater will be cut back from six 
nights a week to just Fridays and Saturdays — and even on those nights there'll be a live host 
doing parodies on the horror stuff. 
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FILM-SCOPE continued 



The film standard is expected to continue indefinitely as the basis of foreign 
tv operations even after video tape makes considerable inroads on U. S. program- 
ing. 

Security for tv film abroad is assured, according to Screen Gems international sales chief 
William Fineshriber, by these factors: 

• Foreign tape coverage is at present very limited and a great number of foreign markets 
are not expected to be willing to invest in video recorders in the immediate future. 

• Even where tape equipment exists, tape programs must be converted to for- 
eign standards — or copied via kinescope. 

• The action-adventure show, regarded as the most salable of U. S. program exports, is 
likely to be the last program type that tape will try to tackle. 

The international film program business, now worth §25 million annually, is 
largely divided up by seven distributors: in addition to Screen Gems, there are Ziv, CBS, 1TC, 
MCA, NBC and NTA. 



There's more than meets the eye in the move by NTA, Screen Gems, UAA and 
other distributors into selling 8 nun cartoons for home use. 

Aside from the retail revenue potential, home exposure of the cartoons also involves pro- 
moting the cartoon properties to the public. 

Further, if retail sales are successful, this could be an important sales tool for the dis- 
tributors in future negotiations with stations. 



Goodson-Todmau is pulling a switch from live to film production for the fall 
of this year, with seven shows on the drawing boards. 

Detective shows, comedies and Americana figure large in the Goodson-Todman future 
with Detective at Large; Philip Marlow; Heave Ho, Harrigan; Jade O'llara, The Rebel and 
Barbary Coast representing these categories. 



COMMERCIALS 



Look for regular commercials trade shows each year to come out of a new move- 
ment being put forward by the U. S. film producers. 

European festivals along these lines have proven successful, but screenings in the U. S. 
would likely stress sales impact with an exchange of information and techniques rather than 
the strictly artistic interest abroad. 

March 1960 may be the date of the first of these commercials shows, according to a pro- 
posal made by Wallace A. Ross of the FPA in New York. 

Tryouts of mobile tape equipment for location-produced commercials arc al- 
ready under way. 

Among the first national advertisers to get commercials using the new tape-equipped 
trucks are Coca-Cola, Edsel and Traveler's Insurance. 

You can expect a new stress on original scores in commercials, especially in 
spectaculars. 

The Mary Martin-General Foods special Easter Sunday, for example, involved 8 minutes 
of original scoring just for the commercials, all original musical backgrounds and no jingles. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 
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If Ed Sullivan winds up with Colgate, it will be because he had the right guy in 
liis corner; board chairman and president E. H. Little. 

The Colgate agencies and some people who count at Colgate express reserve about the 
alliance, but the big boss says he likes Sullivan. 



The NAB convention this year ended on the weirdest of notes: 
Lar Daly, who stirred up all that dust about equal political time, charged that some- 
body tried to assassinate him with a hunk of cheese thrown out of the 10th floor of the 
Hilton — site of the convention. 

Here's a major reason why the reps are making such efforts to expand their radio 
station lists: 

What with spot radio being somewhat soft, the rep must get more clients to amass 
enough gross billings to make a go of it. 

Why a lot of the meetings at the past week's NAB convention got only medi- 
ocre attendance can be traced in large measure to: 

1) The group-owned stations riding along in high gear, holding their own sessions 
starting with breakfast and reaching into the night. 

2) Many stations were shopping around for new reps or listening to solicitations. 



The experts who watch how the pennies are spent at an agency whose billings 
are up in the stratosphere often wince at what their job involves. 

One of them last week lectured a publicity department head for including several 
account people on an outside mailing list instead of using the intra-oflice delivery serv- 
ice. Postage at stake : 16g. 

The accounting department in one of the biggest spot agencies is still struggling 
for a solution to the lag in making payments to stations. 

It's not uncommon for the agency to run $400-500,000 behind in spot disburse- 
ments. Two big reasons: 

1) The bills from stations don't match up with the estimates, and 

2) The timebuyers don't have enough time to run down the discrepancies or the 
stations are slow in explaining them. 



Y&R claims it is totally mystified by the reports that it is about to lose its share 
of the Goodyear Tire business. 

The recipient, as the trade has it: Norman Maloiie Associates, of Akron, which al- 
ready handles newspapers for Goodyear. 

One shadow of suspicion that something was in the works: 

Y&R's sudden dropping of negotiations for half of the NBC Radio news in be- 
half of Goodyear. 
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Newark, N* J— covering New York apd New Jersey 



SPONSOR • 28 MAKCH 1959 



61 



WRAP-UP 

NEWS & IDEAS 
PICTURES 



A DREAMY PROMOTION: To highlight the station's morning programing changes, KFAB, 
Omaha, had these nightgown-clad lovelies tell the story at heavy traffic spots around the city 






AGENCIES 



Bryan Houston, chairman of the 
board of Bryan Houston, Inc., in a 
talk before the Cincinnati Rotary 
Club pointed out as some of the 
unpleasant truths of marketing: 

1 ) A new package will not change a 
fault) product; 

2) More advertising will not forever 
make up for faulty pricing; and 

3) The loss of volume due to a dras- 
ticalh cut advertising budget will 
cost man\ times more to recover 
than was saved by the original 
cut. 

He added: "Our research depart- 
ment finds that it is as true today as 
it was a generation ago that if you 
keep your product at the top of its 
competitive classification in quality, 
keep your pricing right, and keep 
your advertising steady, you will 
always come out on top of the heap." 

Agency appointments: The New 
York Stock Exchange, billing $1 mil- 
lion, to Compton . . . Another ac- 
count awarded to Compton last week: 



IN PITTSBURGH, NEARLY EVERYBODY READS 'THUD': That's the magazine of "Brick 
Throw" written by KDKA's Rege Cordic (left front). Latest project of Cordic & Co., KDKA's 
wake-up show, is on sale in the Pittsburgh area. Rege, however, keeps his eyes on SPONSOR 






READY TO BE CROWNED: Mary Zitte is 
escorted by WHK, Cleveland d.j.'s Ernie An- 
derson (I) and Pete Myers to the Al Sirat 
Grotto Circus where she'll be "Miss WHK" 
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The Morton House Division of Otoe 
Food Products Co., for its line of 
canned food produets, to the ageiuVs 
Chicago office . . . Maryland Cup Co., 
maker of ''Sweetheart Cups,'" to The 
Joseph Kalz Co., Baltimore . . . 
The Louisiana Sweet Potato Adver- 
tising Commission, to FitzgeraM 
Advertising Agency, New Orleans 
. . . The Lake Shore National Dank, 
to Kuttner & Knttiier, Chicago . . . 
Berkshire Pools, to Armstrong, 
Fen ton & Vinson, San Diego . . . 
Bantam Cigar Corp. of New York 
City, to Adrian Bauer & Alan 
Tripp, Philadelphia . . . Schafer 
Custom Engineering Co.. Burhank. 
CaL, to Cole Fischer Kogow, Bev- 
erly Hills. 

Thisa *ir data : Powell Ensign, 

executive v. p. of Kverett-McKinney 
reps and travel agent Thomas Duffy 
arc sponsoring a trip to Europe for 
radio and l\ execs to leave from 
N.Y.. via S\\ issaiv. 29 Ma\ and return 
22 June . . . New Agency: Tully J. 
Petty, Advertising, Inc., at 609 
Bailey in Ft. Worth . . . Anniversary: 
Tucker Wavne & Co., Atlanta. 



eelclirathi£ 
week. 



its 20th hirtlnhn this 



People on the move*: Koherl (Vis- 
ile, elected a v.p. of Ted Hales & Co. 
. . . Alan Pottaseh and Lawrence 
Pnehta, tdecled v.p/s of k&E . . . 
George Gale, to v.p. and creative 
director of Kutledge X Li lien felt I . . . 
Marshal] Hawks, to v.p. and Grace 
Tavenner, to IreaMirer of Emery 
Advertising. Baltimore . . . Ah in 
Achcnhaiiiii, appointed director of 
resea r eh f o r G rev A dvert isi ng . . . 
Gourlenay Moon and Robert 
Footman, to v.p.'s at Johnson & 
Lewis, San Francisco . . . Norman 
Heller, to associate research direc- 
tor of Campion . . . Al Huflinglon, 
to creathe director of Beckman Koh- 
litz. Los Angeles . . . Lester Har- 
mon, named director of radio and 
tv at Wermen & Schorr. Philadelphia 
. . . Dr. Clark Wilson, to HBDO. 
Los Angeles, as marketing and re- 
search consultant . . . Lee Baer, ac- 
count executive at K&E . . . Herman 
Levari, to director of advertising 
agency service al Industrial Commu- 
nications. Inc.. New York . . . Dick 



Hoffman, tr> the stall at Stromherg 
er. La \ cue. \h Ken/ie. Lo* Angele* 



ADVERTISERS 



The Moii ( <>. Uu> hiiiiichecl 

most iuteushc radio and t\ cam- 
paign in its history to introduce 
New For in n la Hon Ami elean>er 
in 12 Northensterii states. 

The schedule calls for 101 radio 
spots and 151 tv spots in the Metro- 
politan New ^ ork area, with a com- 
parable line-up set for other metro- 
politan cities in the Northeastern re- 
gion. 

Agenc} : Ode. Fischer & llogow. 

Coffee vs. tea: William Black, presi- 
dent of Chock Full (V Nuts Corp., 
lodged a protest with the FTC last 
week "ag r ainsl the use h\ the Tea 
Council of fal>e and misleading ad- 
vertising derogaton to the colTee 
industr} ." 

In his letter. Black referred spe- 
cifically to tin* Council's t\ commer- 
cial?, depicting haggard persons 
ahout to drink coffee, and noted : 



PUT KANSAS IN ORBIT OVER MADISON AVE. was theme of 
KTVH, Wichita, agency contest. Here winner Dick Stites (I) of Mc- 
Cormiclt-Armstrong, Wichita, and his wife take off on trip he won 




BIG "K" IMAGE, of KSRO, Santa Rosa, Cal„ is off to strong start 
via one-year poster campaign. Shown here with one in series are (I to 
r) Howard Nash, Levinger Advtsg.; Evert Person, Findley Broadcasting 
(operators of KSRO) and George Hemmerle, of Geo. P. Hollingbery 



SALUTE TO THE SPACE AGE: KRSI, Minneapolis-St. Paul, partici- 
pated in the St. Paul Winter Carnival Parade via this roclcet-shaped 
float which depicts the station's "rocketing position" since airing last May 




GOING OVER THE PLANS for Pet Millc's Grond Ote Opry talent 
contest via Keystone Broadcasting 200 stations are (I to r) Ralph Zip- 
fel, Pet Milk; Ferlin Husky, Opry star; Chuck Forbes, Gardner Adv+sg.; 
T. Tommy Cutrer, Opry m.c; Dee Kilpatrick (seated), Opry director 



Problem Solved by 
an Ad Manager 




Tom figured he'd never make 
any real dough. 




Everybody complained so 
much about ad costs he dared 
not ask for a raise. 



Blair TV Associates said he 
could get real mileage in un- 
duplicated markets such as 
WCTV. 




He tried it. Sales up, costs 
down, everybody happy. 




He got the raise, and winters 
in Miami like everybody else! 



WCTV 



Tallahassee 
Tliomasville 



for North Fla. and South Ca. 

John H. Phipps 
Broadcasting Stations 



"This is a case where the teakettle 
calls the coffee pot black."' 

Campaigns : 

• Pepsi-Cola is launching anoth- 
er "spotacular" radio campaign — the 
second in less than a year — featuring 
Pepsi's "Be Sociable" theme. The 
schedule, to run for 10 consecutive 
weeks, will be heard via 1,157 sta- 
tions of the four leading networks, 
plus some 137 local radio stations 
where network time is not available. 

• For the first time in its history, 
New Butter Mints and "The Bis: 
Four" mints will go into radio spots 
on a nationwide basis. During May 

' and June, the Thus. D. Richardson 
Co., manufacturer of the mints, has 
scheduled radio spots in the top 42 
markets, to be supplemented by point- 
of-sale materials. Agency: Chew, 
Harvey & Thomas, Philadelphia. 

• Drug Research Corp., for Regi- 
men reducing tablets, is also in the 
throes of its heaviest advertising 
schedule, via a buy in three network 
shows : ABC TV's American Band- 
stand and NBC TV's Huntley- Brink- 
ley news and Today. The Regimen 
budget also includes an additional $2 
million for radio and tv spots. Agen- 
cy: Kastor, H,C,C & A. 

• The Dixie Cup Division of 
American Can Co. will use four NBC 
TV stars to spearhead its 1959 adver- 
tising campaign: Dave Garroway, 
Bill Cullen, Bert Parks and Jack 
Paar, all delivering commercials on 
their shows through June. Agency: 
1 licks & Greist. 

The "Stakes" are high: Both 
Lever and Colgate start a consumer- 
entry mailing promotion next week: 
the former, an "Easy-Money Sweep- 
stakes." promoted via saturation tv 
on 14 network shows, and the latter, 
a "Swiss Stakes" supported by Col- 
gate's tv shows. 

Name change: The Texas Co.'s 
board of directors voted, last week, 
to change the Company's name to 
Texaco, Inc. 

Strictly p ersonncl: Her in a n 
Johnson, appointed executive v. p. 
of Hazel Bishop, Inc. . . . Walter 
Branu, named advertising manager 
of Paillard, Inc., New York . . . An- 
drew Sirasky, to sales manager of 
Renipel Manufacturing, Inc. . . . 
Resignation: John Weiler, from 



the Manhattan Shirt Co.. where he 
was v.p. in charge of advertising. 



ASSOCIATIONS 



TvB this s\eek, released a 12- 
page compilation of department 
stores throiighoni the country 
using tv during 1957 and most 
of 1958. 

The list shows what type of pro- 
graming is used in each instance. 

New York advertising agencies 
will open their doors next week 
to some of the country's top college 
advertising seniors, as part of the 
ninth annual "Inside Advertising 
Week." 

Co-sponsored by the Association of 
Advertising Men and Women and 
the Advertising Club of New 7 York, 
the "Week" (5-10 April) will be 
highlighted by all-day panel sessions 
conducted by leading media trade as- 
sociations, and talks with leading 
agency executives. 

Meeting dates : 

American Women in Radio & 
Tv: Eighth annual convention at the 
Waldorf, New York, 30 April-3 May. 
Convention theme : Our Changing 
Industry. 

Western States Advertising 
Agencies Association: Annual con- 
ference at the Oasis Hotel, Palm 
Springs, 23-25 April. 

Broadcasters' Promotion Asso- 
ciation: Fourth annual convention 
at the Warwick Hotel, Philadelphia, 
2-4 November. 

Advertising Federation of 
America: 55th convention, in Min- 
neapolis, 7-10 June. A new award 
will be presented then to advertising 
leaders who contributed to a better 
public image of advertising. 

Association of National Adver- 
tisers: Workshop at the Hotel Pi- 
erre, New York, 1 April on "How To 
Get More Productive Advertising 
Through Management-Oriented Re- 
search." Keynote speaker: Henry 
Schachte, executive v.p., Le\er and 
ANA board chairman. 

Thisa 'n' data: NAB's theme for 
promoting radio during this year's 
National Radio Month (May) ; 
"Radio . . . Always In Tune With 
You" . . . Johnny Philip Morri9, 
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marking his 25th year as a living 
trademark, received hi? membership 
in the Radio Pioneers Club of Amer- 
ica at I ho Broadcast Pioneers Ran- 
quel during the NAB convention . . . 
Northwestern University is hold- 
ing an experimental course. 1 April- 
10 June on " The Role of Women in 
American Broadcasting. in coopera- 
tion Avith the Chicago chapter of 
AWRT . . . Jules Ilerliureanx is 
organizing a Chicago chapter of 
Broadcast Pioneers. First member to 
sign up: Tom Wright, of Leo 
Burnett. 

They were eleeted : 

To the tv hoard of NAB: Clair 
McCollough, WGAL-TV. Lanea>tcr, 
Pa.; \V. D. Rogers, KDl B-TV, Lub- 
bock: C. Wrede Petevsmeyer. Corin- 
thian Broadcasting: and Willard 
Walbridge, KTRK-TV. Houston. 

To the radio hoard of NAB: 
Daniel Kops, WAVZ. New Haven; 
John Booth, WCHA. Chambersburg, 
Pa.; Frank Gaither. WSB, Atlanta; 
Hugh Potter. WOML Owensboro, 
K\\; Mig Figi, WAl X, Waukesha, 
Wis.; Odin Ramsland. KADL. Du- 
luth: Boyd Kelley. KTRN, Wichita 
Falls; Joe Carroll. KMYC, Marys- 
vi lie, Calif.; Thomas Bostic, K1MA, 
Yayima; Harold Hough, WBAP. Ft. 
Worth: Rex Howell. KREX. Grand 
Junction; F. Ernest Lackey, WHOP, 
Hopkinsville. K\.. and Richard Ma- 
son, WPTF-FM, Raleigh. N. C. 

To tlie Association of Broad- 
casting Executives of Texas: pres- 
ident. Mike Shapiro, WFAA-TV, 
Dallas; v.p., Dan Hayslett, K1XL, 
Dallas: secretary, Barbara Seever, 
Evans Associates; and treasurer, 
Wilda Wilson. RatclifTe Advertising 
Agency. 



FILM 



Optimism ahont film sales poten- 
tial for the fall of this year was 
the key mood last week as more 
distributors revealed their pro- 
duction plans. 

Official Films, for one. which has 
had little new production read) for 
several seasons, readied itself for the 
coming season via a blueprint call- 
ing for five new programs. 

The new shows, w Inch mig lit go 
either network or into s\ ndication, 
are Criminal at Large. I titer national 
Detective. Mustang, Snow /'ire and n 
series titled What Are The Odds? 



Apparently the odds look fa\orahle 
to tv film men. 

Tape syndication: Selling of tape 
shows to local advertisers got ofT to 
a start last week with XTA's sale of 
Bishop Sheen's The Life of Christ to 
General Tire for WCB-TY. Buffalo; 
this is likely liipe syndication's first 
sponsor sale, and also notable is the 
special appeal of this series to Buffalo 
where two-thirds of the population is 
Catholic. 

Expansion: Screen Gems aetiveh 



began its plan to accpiire station 
properties with the appointment of 
Norman Loin an a* Matron operation^ 
manager. 

Tape production : Knropeau pro- 
duction on location with tap* 1 will be 
possible w ith Intercontinental Tele- 
vision getting deli* ery of a mobile 
tape unit. 

NAB news: The V \l> has proposed 
that a standard film contract be used 
by all film di>tribntor> in sale* to 
stations. 



HEAD SAND SHOULDERS ABOVE THE REST 



1 



5 V 

71.9 

,1. 



in the Johnstown- Altoona Area 

f WJAC-TV stands out above the others, with 
a rating of 71.9, station share of audience, 
sign-on to sign-off, as compared to 28.1 
for WFBG-TV and 0.4 for WARD-TV. 



This average, from ARB, 
November 19-25, 1958, 
proves, once again, that 
WJAC-TV is the BIG BUY 




i 



in its area. 



WJAC-TV 



WFBG-TV WARD-TV 



/ 



Over one million television homes make up the Johnstown-Altoona Coveroge 
Area, encompossing 36 Western Pennsylvania counties, 3 Maryland counties, 
ond 2 counties in West Virginia. 



With a lead of nearly 3 to 1 
over its nearest competitor, 
it's plain that WJAC-TV is the 
station viewers prefer. Buy 
the station that delivers the 
vaudience , . . WJAC-TV. 





f^ALTpONA J yj 



# JOKNSTJ^WN 

BEDFORD / FULTON r 

L L 



SERVING MILLIONS FROM 

, ^,ATOP THE ALLEGHENIES 




J 



Cet the facts from 
Harrington, Rightor & Parsons 
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. flHPACT! 




56.1% 

BIGGEST SHARE OF AUDIENCE 
IN AMERICA IN MARKETS 
OF 3 OR MORE STATIONS* 

Once again, K ROD-TV proves that it 
is America's best TV buy with an ov- 
erwhelming share of audience in a 
competitive. 3-station, 3-network, all- 
VHF market. ("ARB. November 1958) 

See your Branhom mon for full details. 




KRODTY 

CBS TeUvitian Network • Channel 4 • El Paso, Teiat 
O.rrwwe 0 MtrM. f,t* . v.! Uvtniur, V -trtt end Grn M§r. 

REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 




DON SMITH 
News Director 




Another Reason 

KXOA 

NO. 1 - 

DYNAMIC 

SACRAMENTO 

*Pulse Oct. '58 (Latest Metro) 

Rep: McGarven-Quinn 
VP-Mgr: Howard Haman 



CARTB convention: American dis- 
tributors to be present at the Cana- 
dian Association of Radio-Television 
Broadcasters convention will include 
Phil Williams of ABC Films. Jake 
Keever and John Bechtel of CNP, 
plus Canadian representatives of 
thei^e and other U. S. film companies. 

Sales: Zi\ reports a 769f increase 
in business for February-March over 
last year and in the international field 
anticipates a 200% rise by 1962 . . . 
ITC has renewed Lassie to Campbell 
Soups . . . Regis Films reports Cru- 
sader Rabbit sales of the new series 
are over $1.4 million to date . . . New 
buyers of MSA's Paramount features 
package are KBTV, Denver and 
KDKA-TV. Pittsburgh. 

Promotion: Winners of NTA's NAB 
drawing are Merl L. Galusha, WRGB- 
TV; George H. Mathiesen. KYW- 
TV; Selig J. Seligman, KABC-TV: 
R. W. Welpott, and Lloyd E. Yoder. 
both WRCV-TV. 

Production: KTTV. Los Angeles, to 
syndicate Paul Coates on tape . . . 
Jo Linten to undertake production in 
Spanish and French for markets in 
North and South America plus 
Europe. 

Commercials : Music Makers has 
opened a west coast branch with 
Mort Stein as manager . . . Pintoff 
Productions opened a Hollywood pro- 
duction branch; PintofFs latest com- 
pletions include Phillips 66 tv sound 
tracks starring Louis Nye and Alan 
Swift. 

Trade note: Ainpex is -striving to 
preserve the word Videotape as a 
trade mark and has requested that 
it not be used unless Ampex equip- 
ment is specified; in this connection, 
a caption for a photograph on page 
31 of sponsor for 21 March incor- 
rectly referred to Video Tape Produc- 
tions — that should have been Video- 
tape Productions. 



NETWORKS 



Mutual this week s>et up a new 
hoard of directors, hoard chair- 
man and president following the 
sale of the network to a syndicate 
headed by Malcolm E. Smith, Jr., 
and Richard H. Davimos. 

Smith became the chairman and 



Davimos, president. Both are new to 
the broadcasting business. 

NBC Radio will he coming out 
with a new look in its daytime 
programing format toward the 
end of April. 

The big change: the soapers block 
(2-4 p.m.) is out, so is Bert Parks' 
Bandstand (11-noon). 

The new daytime line up: 10:05- 
11 — My True Story will continue; 
ll:05-noon — Self-contained drama; 
12:05-2 — no network service; 2:00-4 
— It's Network Time, a live, musical 
variety show, featuring Frank Blair 
and Don Russell as co-m.c.'s. Skitch 
Henderson and the NBC Band, June 
Valli, Arnold Stang and Pat Caroll 
and Tommy Leonetti. 

NBC nighttime radio will in- 
clude this change in its summer 
format: Monitor will come on seven 
nights per week during the daylight 
saving time months. 

b 'Sound-in-Depth" recording : 

NBC Radio is distributing a record 
of its Image Russia series, which in- 
cludes excerpts of the show aired last 
week, plus additional material which 
could not be broadcast. 

Network tv programing notes: 
Dave King, tv comedian and record- 
ing star from England, has been 
signed by Perry Como's Roncom Pro- 
ductions to replace Milton Berle 
on the Kraft Music Hal! (NBC TV, 
Wednesday, 9-9:30) starting 20 May 
. . . ABC TV. beginning 6 April, will 
run Top Pro Golf for the first time 
in a nighttime slot: Mondays, 9:30- 
10:30. All Star Golf, the Saturday 
late noon series on ABC TV, goes off 
the air for the summer, but will re- 
turn next winter for Miller Brew and 
Reynolds Metals Co. . . . Bachelor 
Father, alternating with Jack Benny 
on CBS TV, moves to NBC TV 
mid-June, on Thursdays, 9-9:30 p.m., 
for American Tobacco (Gumbinner) 
and Whitehall Labs (Bates). Behind 
Closed Doors, now in that Thursdav 
p.m. slot, will be replaced by a panel 
show. Laugh Line, for Whitehall, to 
run 16 April until Bachelor Father 
starts . . . Another fall line up: Mat- 
ty's Funday Funnies, a new cartoon 
characters series, will air Sunday. 5- 
5:30 p.m.. 11 October on ABC TV, 
for Mattel. Inc. (Carson-Roberts). 

Network tv sales: Whitehall Labs 
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(Hates), to join Brown & Williamson 
this week, on ABC TV's Naked Cil)\ 
Tuesdays, 9:30-10 p.m. . . . Aiisco 
division of General Aniline & Film 
Corp. enters into network tv for the 
first time, \ia one-third of CBS TV's 
Playhouse 90 for 12 weeks . . . Gil- 
lette (Maxon) . for horse racing s 
Triple Crown, via CBS Radio and Tv. 
2 May, 16 May and 13 June . . . 
P&G (Compton), an alternate week 
sponsor of ABC TV's The Real Mc- 
Coys since 1 January, begins full 
sponsorship of the show this week 
. . . \ew Business for the Jack Paar 
Show (NBC TV) by: Adolph's Ltd.. 
food products (McCann) ; \V. F. 
SchrafTt & Sons (Richard Manoff) ; 
The RCA Electron Tube Dhision (Al 
Paul Lefton) and The Shakespeare 
Co., for its fishing tackle, through 
MacDonald-Cook Co., South Bend. 

Network tv renewals: Campbell 
Soup, sponsors of Lassie (CBS TV) 
since 1953, will remain with the se- 
ries for the 1 959-60 season . . . For 
the Today show ( NBC TV) : Niagara 
Therapy Mfg. (George L. Mallis) ; 
Grove Lahs (Cohen & Aleshire) ; 
Stern's Nurseries (Fairfax) and The 
Vitamin Sales Co. (Fairfax). 

Network radio sales: The Notre 
Dame football games will be aired 
for the second consecutive year this 
fall. Saturdays, via ABC. for Pontine 
(MacManus, John & Adams) . . . 
Grey-Koek division of Ra\bestos- 
Manhattan (Gray & Rogers), making 
its first use of network radio via 
ABC's Weekend News, starting 18 
April. 

New affiliates: KWJJ, Portland. 
Ore v and KLRA. Little Rock, to ABC 
Radio. 

They were awarded : The National 
Association for Better Radio and Tv 
in Los Angeles has named New York 
Philharmonic with Leonard Bernstein 
the program -of -the- year in the 
group's seventh annual national 
awards selections. Other 1958 tv 
NAFBKAT winners. 
Drama — Hallmark of Fame, NBC TV 
Comedv — Ball-Arnaz program. CBS 
TV ' 

Americana — Real McCays, ABC TV 
Adventure and Travel — Bold Journey, 

ABC TV 
Family Situation — Father Knows 

Best, CBS TV 



Variet) Show Dinah Shore. NBC T\ 
Interviews— Small World, CBS TV 

(Also Best New Program I 
Quiz Whafs My Line, CBS TV 

Network personnel notes: Julius 
Barnatlian. ABC TV director of re- 
search, elected a v. p. of ABC . . . 
Robert Pauley, to the newly-created 
position of Fasteni sales manager of 
ABC Radio . . . Milt Fishmam 
named director of radio and l\ nc\\> 
for ABC's Western division. 



RADIO STATIONS 



RAB's Kr\in Swreiir) imwile<I 
at the last of the RTES hmeheon 
series this week, the prelimi- 
naries of a study on consumer 
listening-purchasing patterns re- 
lated to supermarkets. 

Sweene) cited in a slide presenta- 
tion, the sales impact of four differ- 
ent products in four markets i\> the 
result of certain radio schedules. 

It is KAIVs plan to sell food manu- 
facturers on the idea of pre-testing 
radio against other media in a mar- 
ket for a specific product. 

D-Day in L.A.: The Dodge Dealers 
Association of Southern Cal. (Grant) 
starts tomorrow (29) its 52-week bin 
on KLAC, Los Angeles, calling for 
10 consecutive, exclusive hours 
of sponsorship each Sunday. The 
contract is budgeted 4 *in excess of 
$200,000," with a minimum of an 
additional $200,000 scheduled for 
over-all advertising and promotional 
activities throughout the year- 
New service: Effective this month. 
N. E. Pa ton, Jr. Associates, Kan- 
sas City, is offering a new consulting 
service for broadcasters, making 
available to stations a public rela- 
tions counsel similar to those offered 
to other types of business. 

Nostalgic note : Al Pearce. for 
more than -1-0 years a star in all types 
of network radio, has started his first 
stint as d.j. on KITO, San Bernar- 
dino, for Sage's Complete Shopping. 
Wise Owl Stamps and the performers 
own Al Pearce Products. 

Ideas at work : 

• Hv invitation onl\ : WILD. Bos- 
ton, sponsored a '"Teen Age Hock *u 
Roll Concert" last week on a strictly 



150TH 

MARKET IN THE U.S.A. 

. BEST PROGRAMMING 
From CBS and ABC 

• LARCEST VIEWINC 

AUDIENCE IN NO. CALIF. 



GOLDIE CAN DO THE JOB , 
FOR YOU 




KHSLTV 

CHANNEL 12 

THE GOLDEN EMPIRE STATION 



CHICO, CALIFORNIA 

CBS and ABC Affiliate 
Represented nationally by Avery- Knodci Inc 
San Francisco Representative 
CEORCE ROSS, National Sales Manager 
Central Tower Bldg. 



More listeners cost less 

Billion-Dollar Evansville's 



Because WGBF 
Delivers 
DOMINANT 
COVERAGE 

• 88,930 ndU hornet 
weekly 

• 86*/« *f radio homes 
In Its h*cn» ceunty, 
pi if* 31% of radio 
homes In 26 addi- 
tional counties 

• 57*/« m«r» rid to 
htme-s weekly thin 
the next highest 
Evinsvlllo Station 
Source; NCS ~2 

Spot advertising campaigns are enhanced by 
more than 35 years successful programming 
experience, and backed by unequalled mer- 
chandising and marketing support. No wonder 
WGBF is the "buy-word" in the Evansville 
Market! 

National Representatives • Weed Radio Corp 
1280 KC • 5,000 WATTS 
AFFILIATED WITH NBC NETWORK 
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invitational basi>. The gimmick: 1 11- 
M*tatioiib were obtained by sending 
in llivee chef's heads from an outer 
wrapper of a pizza brand advertised 
on the station. The response: The 
first 1.500 postmarks got to see the 
show — about 2,000 other requests 
had to be turned down because of 
space. 

• Spreading the schedule out: 
Donbar Estates (Miller Advertising), 
real estate developers and private 
home builders for the Negro market, 
is appealing to that group via a 
heavy buy on WLIB, New York. The 
campaign calls for 40 spots during 
the week and three live programs on 
the weekend — each aimed at a differ- 
ent segment of the audience. 

• The contest's over: A month of 
answering her telephone "WGR 
( BufTalo I Tops Them AH'" won Mrs. 
Rose Bevilacqua $1,525. The bit: One 
call a day was made in the eight 
county area serviced by WGR, each 
uorth $25. in search of the station's 
winning answer. 

• Write the words, win the stamps: 
This was the gist of a contest recent- 
1} held on WQUA, Moline. III. 
Dubbed the "King Korn Karnival." 



REACH 



i : 

i i 



lOOO 

RADIO HOMES 



WITH 



! , J ~- v> 



ADULT AUDIENCE 

for an average cost of only 




OMAHA 

BASIC NBC 50,000 WATTS 

Ask any Petry man for details 



here's how the} worked it: One word 
was announced following each com- 
mercial, with entrants receiving a 
number of trading stamps for each 
correct word. The first week's 
awards: some two and one-half mil- 
lion stamps went to the 16,000 cor- 
rect entrants. 

Add daffodils: To benefit the Stock- 
ton Ports Baseball Club, a KJOY d.j. 
will sit perched on a flagpole until 
700 box seat season tickets and 2.000 
general admission season passes are 
sold . . . Another d.j. daffodil : 
Norman Beebe, of WGRO, Lake 
City. Fla., declared champ in a d.j. 
"£31^^110^' staged at a sponsor's 
restaurant. The stunt brought the 
largest crowd ever assembled there to 
watch five d.j.'s eat for championship 
honors. Beebe consumed 10 lbs. of 
food, including four steaks and half 
a cake to win the evening. 

Add Friday the 13th gimmicks: 
KDKA, Pittsburgh, called it a "good 
luck" day. inviting listeners with 13- 
letter surnames to phone the station 
and receive a prize . . . WISN, Mil- 
waukee sent a character named 
"Blackie Katz" to roam the city, com- 
plete w 7 ith derby, cigar and turned- 
up collar. Object of the promotion: 
to pay $13 to the people spotting him. 

St. Patrick's Day pays off: WJOY, 
Burlington, Vt. called the Lord May- 
or of Dublin and recorded the con- 
versation. The greeting w T as aired 20 
times on St. Patrick's Day, with all 
adjacency spots sold to a gasoline 
and tire dealer . . . On that same day, 
WKBR, Manchester, Vt. held a 
"Find the Blarney Stone'' contest. 
Station hid ordinary stones, with a 
shamrock and call letters painted on 
thein, and aired clues about their 
location. Each Blarney Stone located 
was worth $50. 

Thisa V data: WMCM, New York 
reports that during the past 12 
months, more than 4.200 charitable, 
civic, social and religious organiza- 
tions have received public service 
time over the station's Neighborhood 
iXews feature . . . KITE, San An- 
tonio, was recently changed from a 
1000 watt day timer to 5000 watts — 
fulltime . . . First with the news: 
KING, Seattle newsman Dean Bu- 
chanan was monitoring the fire de- 



partment short wa^e radio calls, 
when he hard a Lancaster, Pa. fire 
department unit report on a plane 
crash. He was the first to inform the 
Pa. city's police department (3,000 
miles away) about it . . . Anniver- 
sary note: WFIL, Philadelphia, 
marked the beginning of its 38th year 
last week. 

Station purchase : KTIP, Porter- 
ville, Cal., to Gateway Broadcasters, 
Inc., brokered by Hamilton, Stubble- 
field, Twining & Associates. 

Kudos: Grover Golightly, award- 
ed a Savings Bond for 16 years of 
continuous service to WSPA. Spar- 
tanburg, S. C. without missing a day 
clue to illness . . . WWDC, Washing- 
ton, won top award for radio edi- 
torials in the National Headliner 
Club's 25th annual journalistic 
achievement competition. 

Station staffers: John Hardesty, 

v.p. and general manager of RAB. re- 
signs 15 May to become a v.p. of 
Hamilton, Stubblefield, Twining & 
Associates, radio and tv stations 
brokers . . . Gene Tibbett has re- 
signed as executive v.p. and gen- 
eral manager of WRMA, Montgom- 
ery, to become partner and general 
manager of WLAU, Laurel, Miss . . . 
William Hansher, to v.p* in charge 
of engineering and Dorothy Mur- 
phy and Ken Church, to directors 
of Radio Cincinnati, Inc. . . . Allan 
Dale, to the publicity-promotion and 
production departments at W0A1, 
San Antonio . . . Tom Mahaffey. 
named advertising-promotion direc 
tor for WJXT, Jacksonville . . . Mey 
er Bergsnian, to local sales man 
3ger of WBRE, Wilkes-Barre . . 
Ruth Levy, to director of publicity 
public relations for KFWB, Holly 
wood . . . Rex Jones, named pro 
gram director of WSAI, Cincinnat 
. . . Jerry Hendricks, to the sales 
staff of WCHS r Charleston, W. Va. 



RESEARCH 



Nielsen^s annual summaries of 
radio and tv are out with the fol- 
lowing highlights: 
In Tv: 

• Commercial stations in opera- 
tion — 491 (in January). 

• Number of tv homes which can 
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receive four or more stations- IU 1 \ 
ffall of 1958 L 

• Average <lail\ viewing hours in 
January - — 6:00. compared to 5:57 
during 1951 -51 J. 

• Heaviest viewing (ju in tile ( in 
Januan ) listened an a\ erage of 
10:42 hours daih : lightest. 1 \2X\ 
hours. 

• During f >- 1 0 p.m. period in Jan- 
uary, numher of homes viewing per 
average minute was 28.9 million. 

In radio: 

• In-home listening this winter 
came to 1 :52 hours in a\erage home 
daily compared to 1:49 hours la^t 
winter. 

• Weekdaj in-home viewing went 
up between 10 a.m. and Noon, de- 
clined between o-10 a.m. 



TV STATIONS 



For the fir>t time in the htate*s 
history, the Maine State Senate 
granted tv cameramen permis- 
sion to film proceedings during 
regular sessions and at commit- 
tee hearings. 

WCSH-TV, Portland is taking the 
hows for its editorial efforts in this 



decision, and will now cover the hear- 
ings on the lloor of both houses, as 
well as hearings on bills of interest 
to viewers. 

Business at the convention: 
Anipex reports it sold 2H Video- 
tape recorders and a total volume of 
orders for equipment approximating 
1.3 million . . . KCA reports at least 
six orders foi their tape machines. 

Ideas at work : 

• The winner and new champion: 
Arthur Fardoll. of FC&B placed firM 
in WCAU TVV (Philadelphia) 
"\\ liatV ^ our Mo\ ie 1Q' content, 
run b} the station to promote its 
Paramount feature film package. His 
prize'. A 17-inch portable tv >*et. 

• A WHAS-TV. Louhmlle doeu- 
mentan on tornados can be credited 
with stirring up enough public inter- 
est to minimize future disasters. The 
film showed the. need for an effect i\e 
tornado warning P\*tem, and one 
week later it was set-up. 

• They found the wa\ to a time- 
buyer's heart: KABC-TV, Los An- 
geles, mailed heart-shaped boxes of 
candy to agency personnel with a 



**Love \ on . . . hope lo\e us*" 

note attached. A tie-in s\a> made with 
See's Caud\ Co. for 1 .000 one-pound 
boxes of cam!) in exchange for equal 
air time amounting to £2.250. 

Tv station notes: KTKS-TV. Nac- 
ogdoches. lex., went on the air la-t 
week as a satellite of KTKK-TV. 
1 Iou<ton. ean \ ing it> regular pro- 
graming from 1:00 p.m. < > 1 1 . . . Leon 
Gorman, former president ami gen- 
eral manager of the Community Tele- 
casting Servire. filed an application 
with tin* FCC for Channel 7. IJan- 
gor. Me., with \VU'f,-T\ a* it> pro- 
posed call letter* . . . The Spring- 
field Tx Hroadca.sting Corp.. 
Springfield. Ma».. annonneed that 
sales in 1958 reached an all time 
high, with billings well o\er -^1 mil- 
lion, and that the new satellite sta- 
tion. \\ KLP. Greenfield, was "pining 
its own wa> -an unusual situation 
for a satellite/* 

Thisa data: WSAZTV. Hunt- 

ington-C h a r lest on . bought \C \ *\ 
rights ami circuits from Louisville to 
teles ise VT. \ a. I niv. game< in the 
XC \ \ Basketball Tournament. ^ 




a Good- 

Good Morning 

In WILKES-BARRE and HAZLETON is 
listening to WILK — and most 
everyone does just that 

Pulse* proves that more people in Wilkes-Barre — Hazleton Area 
start the day right by listening to WILK. Wilk has just 
the right combination of up-to-the-minute news — 

eye opening music — and good enter toinment. 

WILK's outstanding programing throughout the day continues to 
attract the wide-awake listenership which controls the purchasing dollar. 

• Highest power, greatest penetration. • Lowest cost per thousand. 

• Best record of growth. • Most extensive merchandising support. 



Wilkes-Barre, Pennsylvania • Call Avery-Knodel (or details 

THE ONLY A. B. N. AFFILIATE IN NORTHEASTERN PENNSYLVANIA 
*A#/s» Witket-Barre—Hazleton Metropolitan Area-November 1958 
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TV SPECIALS 

{Cont'd from page 31) 
behind" an event, sueli as the April 
prev iew Avhieh will take the viewer 
behind the ston of the play, Sunrise 
at Campobello. 

Others in prospect at NBC TV: 
special news summaries shot abroad 
with newsmen David Brinkley and 
Chet Huntley; return of the Hallmark 
Playhouse, Jerry Lewis, Dean Mar- 
tin, and Emmy and the Oscar Awards 
shows; an hour-long musical with 
dancer Gene Kelly; three or four 
operas with both modern and tradi- 
tional music including Amahl and the 
Night Visitors; a presentation of the 
w 7 orld as seen through the eyes of 
Mark Twain; from six to 13 pro- 
grains on the history of musical coin- 
ed} ; a possible repeat of Peter Pan 
for a new generation of tv } oungsters; 
a major musieal presentation of the 
ever-popular children's favorite, Win- 
nie the Pooh. 

CBS TV also has ideas for dozens 
of specials in the baek of its corpo- 
rate planning head — -but nothing 



which as of presstime had been finned 
with sponsors or with producers. This 
week initial fall plans are being final- 
ized, with the possibility of one spon- 
sor pieking up the tab on 40 speeials. 

Conversation with network pro- 
gram ehiefs leads to the conclusion 
that less than half — probably 40% — 
of all specials are network-originated. 
The others are packages of stars' com- 
panies (such as Hope Enterprises, 
Bing Crosby Enterprises). 

Creation of special shows by per- 
sons within the network structure puts 
a high premium on staff creativity 
and on imaginative leadership from 
the top levels. That's why the top net- 
work men have heavy theatrieal and 
show business experience and a rap- 
port or empathy with performers and 
creative producers and directors. 

Empathy as Richard Lewine, direc- 
tor of special programs for CBS TV, 
puts it, is a necessary ingredient in 
the programing mix of specials. He 
explains that top stars with marquee 
value, the ones most in demand for 
these shows, have a tendeney to work 



best with people of whom they Ye 
heard, whose work they know and for 
whom they have respect. 

As intra-network bidding height- 
ens, one point of difference which 
may sway a star toward a particular 
network is the production team which 
it offers. It's network management's 
job to know 7 how best to use writers, 
producers and directors and to slot 
them into shows which demand they 
exercise their specialties. 

The most urgent and severe prob- 
lem in the production of specials is 
availability of properties. Performers 
are abundant, though expensive, and 
are being drawn mainly from motion 
pietures and theatrical realms. Be- 
cause a one-shot is just that — a single 
ehanee to reach a mass audienee — 
the unknown or the sleeper has little 
ehanee to be booked as a speeial. 
And, even though the star has the 
greatest single appeal for the viewer, 
the property must also have many 
elements of attraction. 

The first concept in the progression 
of specials planning is quality. with 
the commercial angle a second, 
though vital, consideration. So says 
ABC's Bob Lewine. Client, ageney 
executive and network agree in this 
approach, he says, and there's never 
conflict on taste — -only on entertain- 
I ment value. 

Entertainment value brings in the 
big audienees — and costs of most 
specials are such that a large audi- 
enee is mandatory. 

A two-hour special can easily cost 
i a sponsor $450,000 to $500,000 for 
talent and production alone. The 
least expensive — again exclusive of 
time — is probably a jazz show at 
$150,000 for an hour, in the opinion 
of CBS TV's Diek Lewine. With a big 
star in a variety show an hour long, 
the tab soars to $200,000 whereas a 
"name" in a dramatie show usually 
results in a lower figure — $180,000. 

Some advertisers are happy with a 
smaller audience. A teleeast of the 
New T York Philharmonic would have 
unusual advantages for Ford Motor 
Co. which Timex (U. S. Time) and 
its inexpensive line might not gain. 
So the latter buys jazz shows. 

But even the "average" special 
gets a gigantic audience. A. C. Niel- 
sen, in comparing ratings for last 
season's shows, reports eaeh special 
averaged a 25.4% or "well over 10 
million homes." And the average au- 
dienee share w as 40%. 



DETROIT? PITTSBURGH? 
NEWARK? 




NO, THIS IS "KNOE-LAND" 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 



Drug Sales 
Automotive Sales 
General Merchandise 
Total Retail Sales 



$ 40,355,000 
$ 299,539,000 
$ 148,789,000 
$1,286,255,000 



Population 1,520,100 
Households 423,600 
Consumer Spendable Income 

31,761,169,000 
Food Sales $ 300,486,000 

KNOE-TV AVERAGES 79.4% SHARE OF AUDIENCE 

According to December 1958 ARB we average 79.4% of audience from Sign On to Sign Off 7 days a 
week. During 363 weekly quarter hours it run 80% to 98%. 



KNOE-TV 

Channel 8 
Monroe, Louisiana 



CBS •ABC 
A James A. Noe Station 
Represented by 
H-R Television, Inc. 



Photo: The Croasrtt Company — producers of lumber, paper, chemicals and charcoal- 
Crossett, Arkansas. 
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And this season, rating 12 specials 
in three uaVs. it came up with these 
additional comparisons: high, 28.67< ; 
middle, 26.5'r; low. 23.0 r ? — with 
high, middle and low referring to 
educational levels of the audience. 
Here's what Nielsen reports as aver- 
age audience. Compare these specials 
ratings with non-specials ratings for 
non-specials b\ program t\pes: 

As ratings go up and as client dr- 
ill and for specials increase*, costs of 
course tend to go up too. Time costs 
arc closcl) correlated with gains in 
set circulation within network mar- 
ket lineups. These, I>ecausc of tv's 
saturation, increase more slowly. 

The costing iule-of-thumb, how- 
ever, is that the live talent in toto 
accounts for about 35% of the total 
talent-production cost (exclusive of 
time). Thus a typical special tagged 
at $350,000 (time extra) would be 
budgeted this way: $100,000, talent; 
$75,000 to $100,000, production ; 
$50,000 to $75,000, property rights, 
staff, writers, etc. 

Therefore, at an average of $300,- 
000 including time, the total invest- 
ment sponsors ma\ make in specials 
next season might well reach an astro- 
nomical $36 million. ^ 



Sears* 
Roebuck and Co, 
Picks 
Jacksonville 




Sears, Roebuck and Co. has picked 
Jacksonville for its huge multi-mil- 
lion dollar store — its largest retail 
store in the South. Sears' new store 
is a welcome addition to the rapid- 
ly expanding North Florida econo- 
my and it is evidence of Sears' faith 
in the Stale of Florida's Gateway 
City. 

AND JACKSONVILLE 
PICKS WFCA-TV 

NBC and ABC Programming 

Represented nationally by 
Peters, Griffin, Woodward, Inc. 

(Third of a Sories) 



JgPV WFGA — TV 
I ' m Channel 12 

^^^Jy Jacksonville, Florida 

FLORIDA'S COlOKFUl STATION 



ESQUIRE 

{ Coitt\l from page IYJ ) 

onus away from shoe shining, we're 
going to make it physically ea:der to 
get a shine with a new product. " 

It's a completely new shoe shine kit 
which Esquire will soon introduce. 
Called a "'Shoe Care Bar," it s de- 
signed to do away with the gymnas- 
tics involved in getting a shine, fas- 
tens to au\ door or wall, and aligns 
the shoe at waist height. 

The device appear? in the sell por- 
tion (second half) of the paste wax 
commercial, when a shoe h placed on 
it. Advertising for the item will he 
heavily dealer co-oped. 

Another new product (an upgrad- 
ing item directed at women) ba>ical- 
lv involves a packaging change — a 
line of aerosol polishes in decorator 
containers for sale in qualit) stores, 
preferably as a group item. Local 
advertising will he co-oped. 

This is how Esquire is combining 
its three expansion possibilities, feel- 
ing that the high shine it is giving its 
own product image will enlarge the 
shoe polish market as a whole. New 
product introductions, now aimed at 
easing and upgrading shoe polishing, 
will pave the way for future new Es- 
quire products. 

The company (whose corporate 
name is Knomark, Inc.) has reached 
this pace-setting position in the 1 I 
vears since 19 15 when it started ad- 
vertising — working with the Mogul 
agency on a total appropriation of 
approximately $25,000. 

First objective with this limited 
budget was to gain extensive distri- 
bution in the New York market. This 
was accomplished with a three-month 
saturation campaign on tv. direct 
mail and promotions on the retail 
level. 

Strategy called for a market In 
market expansion program, with new 
sales targets as the basis for addition- 
al budgets. As business expanded. 
Knomark poured larger sums into 
market research, product improve- 
ment, packaging and advertising. 

In 1950, Knomark became the first 
shoe polish maker to enter network 
tele\ ision, via Blind Date on 1 I \BC 
TV stations (the total hookup at that 
time). The campaign was pre-mer- 
chandised to dealers to show them 
what Esquire was doing to build con- 
sumer franchise. 

[Article cont'd next page\ 





KEN PERRY 
Popular air salesman 



Another Reason 

KXOA 

is NO. 1 in 

DYNAMIC 

SACRAMENTO 



Pulse Oct. "58 (Latest Metro) 

Rep: McGavren-Qulnn 
Vp-Mgr. Howard Haman 
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r SQUIRE 

Cont'd from page 71) 

For the 1950-51 season, Esquire 
sponsored Hold That Camera, low 
budget variety show on ABC TV, 
dropped after 13 weeks. 

In 1951, Knomark began to broad- 
en distribution. In addition to shoe 
stores, shoe repair shops and depart- 
ment stores. Esquire gained distribu- 
tion in variety, drug and hardware 
outlets. 

To create added consumer de- 
mand. Knomark bought participa- 
tions in Kate Smith's noontime NBC 
TV show. (An hour strip was pur- 
chased during the '51-52. '52-53 sea- 
sons. ) 

In order to reach the non-television 
homes with greater frequency. NBC 
Tandem Radio was added — a thrce- 
thne-a-week participation, once each 
on three programs. At this time. 
Skuff-Kote was successfully intro- 
duced. 

The next major distribution expan- 
sion was into food stores, starting 
early in 1953. To back this. Kno- 
mark placed the Esquire line on Ar- 
thur Godfrey's CBS tv/radio shows, 
a single investment of over Si million. 



This budget was supported b) an ad- 
ditional expenditure for magazine 
ads. car cards, merchanidsing aids. 

The program vehicle during the 
"53-'54, '54- 55 seasons was Masquer- 
ade Party on NBC TV. By now, 
Esquire had copped 25 f < of the mar- 
ket (sponsor. 24 January '55 J. 

Esquire co-sponsored Caesar s 
Hour on NBC TV in '55-56, '56-57. 
In the spring of \57. this buy was 
supplemented with Masquerade Party 
over 87 NBC TV stations. In the 
fall of 1957, Knomark bought into 
the Perry Covio Show with a lineup 
of 180 NBC TV stations. By now, 
both Lano-Wax and Lanol-Wlrite had 
been added to the Esquire line. 

Then, in Januan , 1958. Revlon 
purchased Knomark. Following a 
second season on the Como show, 
Esquire was also advertised on the 
Garry Moore Show in the Fall of '58. 

The current spot campaign repre- 
sents Esquire's entry into spot tele- 
vision after nearly 10 years as a net- 
work advertiser. From the initial ex- 
penditure of $25,000, sponsor esti- 
mates that $2*/o million dollars were 
spent in 1958, and that the 1959 bud- 
get will approximate this figure. ^ 



OFF-BEAT ITEMS 

(Cont'd from page 43) 

Lawn-Boy, and it has become an im- 
portant part of their pre-stocking 
pitch before a campaign. 

The line in which this chain reac- 
tion had the least-expected effect: 

Plastic Steel. Here is a product — 
directed at men — that called for lots 
of explanation when it was woven 
into the radio schedule. Copy script- 
ed by EWR&R not only went into 
ease of application, how to use, but 
where to apply and why use. In two 
weeks after a saturation campaign 
was launched, dealers had sold more 
plastic steel than at any previous 
time, and — the unexpected element — 
were noting a rise in plastic alumi- 
num sales as well, a distinct carry- 
over, not mentioned in the radio copy 
or advertised elsewhere (except in 
Tryon dealer catalogues). Tryon v.p. 
and general manager, W. Blakely 
Chandlec, credits the radio promotion 
with selling "easily 500 times more 
kits of this item since we put it on 
the air. It also gave us an additional 
120 outlets for the item." 

"Interestingly." he notes, "a 
Reader's Digest article on this prod- 
uct failed to hypo sales in other areas 
even remotely as much as radio did 
in the Philadelphia area." 

For its increased promotion with 
Tryon under the new contract, Dev- 
con Plastic Steel Co. is making win- 
dow streamers and merchandise kits, 
plugging W1P personalities available 
to stores. In this case, manufacturer 
and wholesaler will be joining in 
the advance dealer build-up pitch. 
Chandlee advises a month for this 
pre-campaign planning to insure sell- 
ing the in-store promotion idea and 
to insure sufficient stocking. 

All Tryon salesmen carry promo- 
tional aids, radio schedules and cov- 
erage maps with them on their 
rounds. 

Another important reason for deal- 
er promotions is that many products 
rely heavily on a recognition factor. 
This is particularly true of novelty 
and children's products: 

Ballistic Missile. In the welter and 
similarity of kids' toys it's hard to 
make one or two stand out. Chandlee 
and the agency have given a lot of 
thought to this problem. Tryon is 
one of the largest toy wholesalers in 
the country.) "Tv, with its identifi- 
cation value, presented a cost prob- 



THINGS 




/ . 




ARE POPPING 



WBZ's gotfthe town jumping. With exciting new ideas. 
Like the Sunday Afternoon Popularity Parade. Bright and 
bouncy, it spotlights each one of the station's popular 
deejays. Like the new Saturday Night Club. A unique 
approach to live record parties, with tight production and 
timely news specials. Light, lively, listenable . . . that's the 
new spund that s catching the crowds on Boston's Most 
Popular Station. 



Represented by PGW 





°' At - 1030 
BOSTON 



W8ZA SPRINGFIELD 



Westinghouse Broadcasting Company, Inc. 
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lem that couldn't be surmounted with 
the range of products Try on strateg\ 
encompasses/* sa\s Chandlee. So ra- 
dio eop\ was carefulU geared to time 
slots (dad-son emphasis in driving 
times, mother-child emphasis during 
late morning and afternoon), ex- 
tolling the \irtues of an Alpha Hal- 
list ie Missile. So that it would he 
readily recognized in stores, a heavy 
build-up with dealers to insure dis- 
plays preceded the campaign. All of 
this brought what Chandlee. an old 
hand at moving to)s. describes as 
"phenomenal'" results. 

The problems in moving power 
mowers, to)s. e\en plastic steel, are 
minimal compared to promoting suc- 
cessfully, such specialized products as: 

• Septie aid and cleaner (a >eptie 
tank eleanser). Copy was aimed at 
suburban and rural dwellers. 

• Intermatie Time- All fan electric 
timer). Its many uses had to be fully 
detailed. 

• Automatic lamp timers (a bur- 
glar routing device) 

• Sta-Put (rug spray to prevent 
slipping) 

• Root-0 fa drain cleaner) 

It beeomes obvious from this list 
why the ageney recommends 60-see- 
ond cop\ for products that most peo- 
ple don't know exists. 

Importance of pinpointing audi- 
ence beeomes apparent, too. Copy is 
tailored to the audiences of the WIP 
personalities w r ho read it — Jack Pyle, 
who discovered a large audience of 
salesmen during the day who objected 
to being ealled "the ironing board 
set" and are now members of a 
"Pyle Drivers" salesmen's elub num- 
bering over 2,000; Bob Menefee, the 
late traflie hour man; Joe McCaule). 
the early morning man: and Dan 
Curtis and Gene Milner. who hold 
down the evening slots. 

As Try on executives see it, this 
experiment is proving the \ alue of 
creating demand for a product in 
advanee and. as Chandlee puts it. 
"radio's ability to do this." It has 
been an eye-opener, he says, to manu- 
facturers who have relied almost sole- 
ly on displays and distributor ealls. 

Chandlee sees no difficulty in sell- 
ing his commitment of 2.000 spots 
this year. "A manufacturer contract- 
ing for prime air time. T he says 
"would spend about $22.50 a minute. 
We get that time for roughh $lo.50. 
On top of that we share the cost 50- 
50 — a break all around. * ^ 




325,000 WATTS 



GUARDIAN BLDG. • DETROIT 26, MICH. 



J. E Campeau. P'<*J 
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says Jim Allen, Sales Manager 

WBZ-TV 

BOSTON 

The POPEYE tidal wave has hit 
Boston and swamped the competi- 
tion. "POPEYE'S an absolute 
knockout," writes WBZ-TV Sales 
Manager, Jim Allen. 

"Wherever we place him, 
POPEYE carries off top rating 
honors and builds strong 
audience following. We run 
POPEYE daily at 5 P.M., Sun- 
day evening at 6 P.M., and six 
days per week on our Big 
Brother show. His ratings are 
more than 50% higher than 
even such network standouts 
as American Bandstand. 11 

WBZ-TV proves there's no such 
thing as "over-exposure" for 
POPEYE. Many stations have 
been running him for years with 
complete sponsor sell-outs. 

Why not cut your station a big 
slice of top-ratings and sponsor 
backing with reliable, irresistible 
POPEYE? 

u.ci.a. 

UNITED ARTISTS ASSOCIATED, inc. 

NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 
LOS ANGELES, 9110 Sunset Blvd., CRestview 6-5886 




Tv and radio 
NEWSMAKERS 



^^*jp|fc^ David C. Moore, president of Transcon- 

tin en t Tv Corp. concluded an agreement 
(0r last week that puts Jack Wrather's Marietta 

Broadcasting stations under TTC's owner- 
ship and operation. The value of these com- 
bined properties is placed, by Moore, at 
about $30 million. Subject to FCC ap- 
proval, the transaction provides for an ex- 
change of TTC stock for Marietta's, which 
is owned by Wrather and Edward Petry & Co. Marietta stations are: 
KFBM-AM & TV, San Diego: and KERO-TV, Bakersfield, Cal. 
Moore was elected president of TTC upon its formation in 1955. 

William D. Tyler has been elected an 
executive v.p. of Benton & Bowles, which 
is in line with the agency's expansion of 
its creative departments. He joined B&B in 
the summer of 1958 as v.p. in charge of 
creative services. Prior to that, Tyler was 
chairman of the plans board of Leo Burnett 
Co., Chicago. During his 10 years with 
Burnett, he organized its copy department 
and served as its first copy chief. Tyler's career has also included 
posts with Y&R, Dancer-Fitzgerald-Sample and ad manager of Borden. 

Wickliffe W. Crider has been named a 
v.p. in the radio/tv department at Young 
& Rubicam. He joined Y&R in 1956 as 
director of program operations in the 
agency's Hollywood office, and was trans- 
ferred to the New York office in 1953, as 
a supervisor on General Foods' tv shows. 
Before coming to Y&R, Crider held execu- 
tive positions in the tv program depart- 
ments of several agencies. In his new position, Crider will be a 
general supervisor on all tv accounts, reporting to Pete Levathes. 

Franklin C. Snyder, general manager of 
WTAE, Pittsburgh, since April. 1958, has 
been elected v.p. of Tv City . Inc., licensee 
of the station. He will continue to sene the 
Channel 4 operation as general manager. 
Snyder's background in the tv and adver- 
tising field began in 1949, when he directed 
the building and opening of WXEL-TV, 
Cleveland. He served as v.p. and general 
manager of the station until it was sold in 1955. Snyder then joined 
the Cleveland office of McCann-Erickson. Inc., as a v.p. and director. 
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TAMPA -ST. PETERSBURG 

...market on the move! 



Big business is brewing in the MARKET-ON-THE- 
MOVE . . . Tampa -St. Petersburg! Giant industries, like 
110 Year Old Jos. Schlitz Brewing Co., are dotting the 
area with the world's most modern plants! Over 800,000 
barrels of beer a year will flow from the Schlitz $20,000,000 
Tampa plant — marking the first time a premium beer will 
have been brewed in Florida! As progressive industry 
pours in, it compounds the amazing business growth that 
has put Tampa-St. Petersburg, one large trading area, in 
the TOP 30 MARKETS— now 30th in retail sales, 27th 
in automotive sales, 29th in drug sales! 

Capture this rich market with the STATION -ON -THE- 
MOVE— WTVT— first in total share of audience* with 34 
of the top 50 programs! WTVT, with highest-rated CBS 
and local shows, blankets and penetrates the MARKET- 
ON -THE -MOVE . . . TAMPA-ST PETERSBURG. 

*Latest ARB 



station on the move . . . 

WTVT 

TAMPA - ST. PETERSBURG 
Channel 13 




WKY-TV 

Oklahoma City 



The WKY Television System, Inc. 

WSFA-TV 

Montgomery 



WKY- RADIO 

Oklahoma City 



Represented by the Katz Agency 
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^ SPEAKS 

Postscript on the convention 

Even though the NAB Board urged that station delegates 
to the recent NAB Convention in Chicago he limited to gen- 
eral managers and chief engineers, registered attendance 
exceeded last year's meeting by several hundred. 

This was a thinking man's convention with numerous side 
sessions (mainly group operators who took this occasion to 
bring together their stations). Some said that the atmosphere 
was too sober and business-like — that in an industry like tv 
and radio an element of showmanship was lacking. 

We think it was a good convention reflecting the growing 
maturity of a tremendously important industry. But we 
Miggcst one or two improvements for conventions to come: 

1) Additional emphasis on the problems of the man who 
foots the broadcast hill, such as media cost analysis 
and improved programing. 

2) Representation of syndicated film on the agenda. 

3) Concentration of service suites, possibly on a single 
floor, to minimize the problem of getting around. 

TV tape competition 

With this NAB Convention, competition among tv tape re- 
corders became a reality. Now RCA with both black-and- 
white and color (tv tape recorders) is in a position to produce 
this equipment in quantity. 

RCA decided to make its recorders completely compatible 
in order to take advantage of the big lead that Ampex has 
built up with more than 300 recorders already in use. Not 
only is the equipment compatible: so arc the prices. RCA 
stresses flexibility and ease of picture adjustment as two of 
its key features. Ampex stresses not only its seasoned equip- 
ment but extra special services. 

We're glad that competition has finally arrived in the tv 
tape field. With tv tape certain to influence tv's future, such 
competition will accelerate the progress of the entire industry. 

THIS WE FIGHT FOR: A conviction among 
advertisers and agencies that radio has an 
established place in the American home which 
neither tv nor any other medium can usurp. 




lO-SECOND SPOTS 

Contrib: To sponsor from WRVA- 
TV, Richmond — "Goulda, the witch 
on our Saturday night Shock eloped. 
Her successor is billed as The Son 
of Goulda, 1 the only son of a witch 
on the air." JFanna bet? 

Self-help: Art Ward, manager of 
The Honeydreamers, reports a new 
find in a New York City bookstall: 
IfiOl Names and How to Drop Them, 

Philosophy: sponsor's own "Miss 
Chicago" reports the following sign 
on the bulletin board of Leo Bur- 
nett's media conference room: "Don't 
tackle vast problems with half vast 
ideas." 

Idle hands: From "Letters Column" 
of A'. F. Herald Tribune— 'I have a 
six-year-old daughter who is not do- 
ing much outside the five hours per 
day she goes to school. . . ." Why 
not let her try her hand at writing 
commercials? 

Specialist: Personnel head at a N. Y. 
rep firm was looking for a typist, had 
a girl recommended by an employ- 
ment agency with this conditional 
warning: "She's very good but she 
refuses to work on anything but an 
electric typewriter." 

Kudo: Overheard in a Madison Ave. 
agency — "He may be a no-good ac- 
count exec, but he's the best damn 
delivery boy we ever had." 

Air vs. print: D.j.'s Klavan and 
Finch of WNEW, New York, pulled 
this one at an RTES meeting: "Well, 
we've got to hurry; we're due at a 
burning of the Reader's Digest." 

Quiz: From WGST, Atlanta— 

1. An "opus" is a musical compo- 
sition. What is the plural? 

2. What word is incorrect in this 
sentence? "He lay prone on the 
beach, looking at the stars." 

3. "Zenith" describes a summit. 
What word is its direct opposite? 

4. A copywriter once wrote: "He 
has reached the epitome of success." 
Did he use "epitome" correctly? 

5. At least one word can be used 
as its own antonym; do you know 
such a word? 

ANSWERS: (1) Opera. (2) Prone means 
lying face down. (3) "Nadir." (4) No. 
"Epitome" is "a part typical of a whole.*' 
(5) "Cleave." It means "to separate by cut- 
ting" and "to adhere to closely." 
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"Me 



an 



J.K. 



is just like this!" WJAR-TV not only has a corner on quality feature films in the Providence 
market, but also exposes them with rare showmanship. Morning and afternoon films, for example, 
are emceed daily by personable Jay Kroll who asks viewers to write and tell him what they would 
like to see, then waits for the mailman to clue him 
on local tastes. Between "acts", Jay interviews 
visiting celebrities, and leaders of local and national 
civic groups. "The Jay Kroll Show" — another 
good reason why WJAR-TV has won the TV heart 
of the Providence Market. 



10th Anniversary of CHANNEL 10 




WJAR-TV 



NBC 



Cock-of-the-walk in the PROVIDENCE MARKET 
ABC - Represented by Edward Petry & Co., Inc. 




t 



